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No. 2028—All Brown Elk Un- 
lined Blucher Oxford with 
leather thong laces. One inch 
all leather heel. Sizes AAA 
5/9, AA 42/9, A 4/9, B 3/9, 
C 2¥2/9. 

No. 2029—Same as above in 
Black Elk. 






‘THE “Campus Brogue”, a new unit in the line of “Junior Fashion” shoes has a 
rugged simplicity that appeals instantly to the girl who seeks something different 
in Sports footwear. 

The “Campus Brogue” is decidedly distinctive and has that swagger masculine loo 

which makes it an outstanding choice with college girls everywhere. 

The well-dressed young business woman who appreciates a smart week-end shoe will 
find ‘Campus Brogues” a favorite choice. 





Both numbers described above are carried IN STOCK from AAA to C widths at $2.60. 


© post card will bring our salesman to your store. © 
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VOICE of the TRADE 


PLEA FOR AN EARLY FALL 


“Summer’s nearly over, 

So hurry, Winter, please 
That I may see a lady 

But not her thighs and knees.” 
Polly Berrien in the SUN DIAL 








By one of those rare accidents 
of the weather, August 22, 23 and 
‘ 24 were as Wintry in the East as 
any day in October. 

As a result, the Fall season was 
off to a weather start and the Sum- 
mer season was terminated. There 
is no doubt that there will be more 
hot weather, but as apparel goes, 
the Fall season is here and now the 
great undress period is over and 
with it—the flimsy shoes. For if the 
wide-open spaces in mid-Summer 
footwear could stand the torrential 
rains and not fade away, then they 
are put back in the closet for an- 
other day. Six months in a hot 
closet will do more to make them 
fade away physically and fash- 
ionally. 

So, in thinking of styles for next 
Summer, let us hope they will be 
more shoes and less confectionery. 
Sugar and spice are nice, but shoes 
are something else again. Design- 
ers have a lot to do with the shoes 
of the Summer season and it is 





time for less nudity above and be- 
low the shoes. If a lady-like season 
comes only with colder weather, 
then let’s see on the streets and at 
home beautiful footwear that are 
shoes—not millinery in reverse. 


* * x 


COCKTAILS by Coward at the 
Waldorf-Astoria—in a pre-season 
fashion show in the famous Sert 
Room. Many fashion writers, who 
were present at this social opening 
of the season, on Tuesday, August 
24, were told: 

“Accents on suede—whose dicta- 
torship is unquestioned this Fall 
in the shoe world—dominate the 
Coward Shoe Company collection. 





Braid on shoes is the hue and cry 
in Paris—so is patent or calf on 
suede. Coward has excellently 
handled both these fashion firsts. 
Soft toe shoes, the newcomer with 
the soft, soft, closed box toes that 
have succeeded the open toes of 
Summer, are also marvelously rep- 
resented. And it’s open season for 
perforations, too. 

“But this review of Coward’s 
careful following of fashion does 
not mean much without the more 
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important underlying Coward com- 
fort story.” (Which was told.) 
* * 


CHESTER HEROLD of the 
Herold Shoe Company, California’s 








oldest shoe concern, in San Jose, 
Calif., says: 

“Time was when any woman putr- 
chasing a navy blue outfit had to 
content herself with black shoes. 
She didn’t think of anything else. 
After a while, somebody thought 
of the idea of making a navy blue 
shoe for navy blue outfits, and in 
many cases, it was the means of 
placing one more pair of shoes in 
millions of wardrobes. 

“Stylists, critics, manufacturers 
and retailers may think there are 
seasons when blue is out of the pic- 
ture, but I wonder how many. of 
these authorities stop to consider 
the women who wear nothing but 
blue no matter what the style is, 
and of the suits and dresses that 
are bought in navy, regardless of 
any fad that may arise each season. 
You know where stylists put blue 
in the fashion schedule for Fall, and 
like a lot of other old-timers, I am 
telling you that we were either 
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tipped off wrong, or we didn’t use 
our brains. 

“Customers ARE asking for navy, 
and like other retailers, we are 
going to find ourselves short of 
them. 

“Why not put blue where it be- 
longs in volume of salee—THIRD 


on the list?” 
* *# «# 


HEARRY ROSENTHAL of Shoe- 
craft terminates his clearance sea- 
son with an ad that reads: “Just 
One Day.” 

The ad appears on Sunday in the 
Times and Monday is made merry 
in “Cash sales $5.00. No mail or 
telephone orders.” The ad appears 
Monday in the Telegram and the 
“one day” clicks again on Tues- 
day. Then the ad appears in the 
Sun on Tuesday—giving the “one 
day” bulge to the readers of that 
paper. 

So, in spite of inclement weather, 
this ad clicked again. Here’s the 
text. It has appeared for ten years, 
after every season and has been a 
grand mop up: 

“JUST ONE DAY. $5.00—CASH 
SALES ONLY. (Regular prices 
$12.75 to $18.75.) 





“While 2287 pairs sound ample, 
all things considered (especially 
the ridiculously low price), they’ll 
vanish in no time. You'll find all 
sizes from 2% to 11, AAAAA to 
C, with emphasis on the longer, 
narrower ones. As for types, if 
you're here for the opening, you 
should find exactly what you want. 
This sale is at our 38th Street Shop 
only, but many models are from 
Shoecraft’s Upper Fifth Avenue 
Salon. No mail or ’phone orders.” 


* * * 


FF. L. EMERSON of Dunn-Mc- 
Carthy Company, a_ world-wide 
traveler (mostly by air) keeps a 
marvelous diary of his adventures 
and prints it in limited circulation 
for his friends. We cull a para- 
graph: 

“New York has its Bowery as 
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—Moving Pictures, in comparison 
with the shoe, textile, lewekry and 
other industries, is practically an 
infant. 

—But what an infant! 

—Here are a few "statistics" that 
may surprise you: 

—Approximate weekly attendance in 


the United States ....... 85,000,000 
—Gross Annual -Admissions in the 
United States ....... $1,000,000,000 


—Estimated total people employed in 
the industry in the United States, 


282,000. 
—Annual Advertising Expenditure in 
the United States ...... $70,000,000 


—These, together with many other 
astounding figures having to do 
with the operation of the indus- 
try, make us realize how ise | an 
idea can "take on" in this modern 
day, and how quickly the people 
can come to accept it as a matter 
of course. 

—New things and new uses for 
things create employment. 

—Inventive genius, of which we have 
more today than ever before in 
our history, is working overtime to 
give us still more surprises. 


Sue 6. 


President 








well as Fifth Avenue, but Fifth 
Avenue doesn’t go Bowery excepi 
on the Q.T. But if New York were 
Calcutta, a sacred bull would hold 
up traffic on 42nd Street, while he 
leisurely wandered over to have a 





snooze in front of the Astor Li- 
brary. A Bengales woman would 
milk her goat on Madison Avenue, 
and a bullock cart would meander 
through Times Square. A _ huge, 
flat-top desk would be delivered 
(legs up) from the heads (no 


hands used) of five Indians who 
had briskly maneuvered it from 
down-town with a poise and rhythm 
not learned at a dancing school. 
If you came out of the Biltmore 
early enough you would find ten 
to fifteen Indians asleep on the 
sidewalk and when you reached the 
Waldorf you might walk around 
some more of them squatted near 
the entrance and maybe cooking 
their breakfasts. Anyway, it was 
only 89 degrees wet in Calcutta at 
night.” 
* * * 

THE inquisitive customer at the 
Compo Shoe Machinery Corpora- 
tion headquarters in Boston is com- 
pensated for his inquisitiveness. 
Impatiently pacing the floor of the 
spacious reception room, his 
eye (perhaps both of them) lights 
on a life-size Compo conveyor 
loliing against the way. The cus- 
tomer approaches. Zowie! The 
darn thing starts. Follows a hasty 
and somewhat sstartled retreat, 
whereupon the conveyor equally 
hastily ceases to convey. The cus- 
tomer approaches it again, this 
time on the balls of his feet— 
stealthily—as though intending to 








throttle it in its sleep. No go. The 
conveyor, with mischief in its mind, 
again begins to click. The expla- 
nation of all this is crystal clear. 
“There is,” says a Compo engineer 
(who offers to bet large sums of 
money that he has not been affected 
by the heat), “a photo-electric cell 
at which a concealed light beam is 
directed. When this light beam is 
obstructed by the presence in a 
certain spot of a human body (or 
even a customer), the cell goes 
into action, closes a relay, com- 
pletes the circuit to a starter switch 
which starts the motor driving the 
conveyor.” It is entirely possible 
that he is telling the truth. 


* * * 
AMERICAN HIDE AND LEATH- 


ER COMPANY of Boston, Mass., 
issues a colorful booklet in large, 
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readable type on the proper care 
of shoes. It is one of the most help- 
ful guides and timely—-saying: 

“If your shoes get wet, never 
set them on a radiator or register 
to dry. Use proper shoe trees and 
allow the shoes to dry at room tem- 
perature, away from direct heat. 
Always stand shoes upright; never 
lay them on their sides.” 

Also—“The leather in new shoes 
may be kept lustrous and new 
looking by a coat of polish before 
the shoes are worn. Remember 
that cheap shoe dressings, creams 
and polishes usually do more harm 
than good.” 








BBACH’S “Toccata in D Minor” 
and a new pair of shoes don’t mix. 
At Universal Studios, where 
Henry Koster is directing Deanna 
Durbin and Leopold Stokowski in 
“100 Men and a Girl,” filming was 
delayed while sound technicians, 
property men, grips and assistant 
director Frank Shaw endeavored 
to trace a squeaking noise which 
intruded into sensitive microphones 
while Stokowski performed the 
Bach masterpiece on the piano. 

The unwelcome noise was finally 
traced to the piano itself, and laid 
to a squeaking pedal. Oil, supplied, 
apparently removed the cause, for 
the piano did not squeak when 
Shaw -performed. But when Sto- 
kowski sat down to play the shrill 
noises persisted. 

The trouble was finally and defi- 
nitely located in Stokowski’s shoes, 
a new pair, which squeaked when 
the noted conductor pressed down 
on the pedal. Soaking the soles in 
a pan of water rendered them 
squeak-proof and shooting con- 
tinued after a half-hour delay. 


* * 


C. F. HUGHES of the New York 
Times says: 

“The Tydings-Miller Retail Price 
and Maintenance Bill was ‘shelved’ 
at the request of President Roose- 
velt because he suspected it would 
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raise prices unduly to the public. 
Undaunted, its proponents had it 
attached as a rider to the District 
of Columbia Tax Bill and it was 
passed by Congress. Last week the 
President scored this type of get- 
ting important legislation but 
signed the measure. 

“The effect of this law is to en- 
able manufacturers of trade-marked 
goods in free competition to set re- 
sale prices in all the forty-two 
States having fair-trade laws. The 
law is an amendment to the anti- 
trust laws forbidding price-fixing 
compacts. 

“Actually, the competition pro- 
duced between brands and the pri- 
vate labels which the new law may 
bring about is likely to lead to 
lower prices all around. The brand 
producer will not mark his price 
too high, as the trade sees it, and 
there will be a maneuvering for 
favored position. The added pro- 
motion of private brands will bring 
in a new competitive factor, more 
dormant’ before, and out of this 
may come lower price averages. 

“So far the setting of resale 
prices has been restricted for the 
most part to drugs and cosmetics, 
liquors and books.” 

* * * 


AANY connoisseur of masculine 
fashion plates who attempts to 
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name the best dressed men of Holly- 
wood, New York or Oshkosh, in- 
variably leads with his chin. 

One man in Hollywood who 
bravely stepped forward to risk 
the condemnation of all maledom, 
was Francis Lederer, who accepted 
the challenge of an interviewer. 

Lederer was selected as the vic- 
tim because he was known as the 
best dressed man of the European 
theatrical world before coming to 
America and also because his cur- 
rent film réle opposite Madeleine 
Carroll in Columbia’s “It’s All 
Yours” involves about 30 changes 
of wardrobe. 

Admitting that people can some- 
times make mistakes, Lederer ven- 
tured the followed selections: 

Adolphe Menjou, sole represen- 
tative of the screen; Captain 
Anthony Eden, British Foreign Sec- 
retary; Jimmy Walker, ex-Mayor 
of New York City; F. D. Roosevelt, 
Jr., son of the President; Valentin 
Parera, husband of Grace Moore, 
Columbia’s singing star; George 
Jean Nathan, famous dramatic 
critic, and Fred Perry, noted tennis 
star. 

Strangely enough, only Adolphe 
Menjou, who has been selected on 
every list as one of the best dressed 
men, was picked from the host of 
popular motion picture actors. 























"It's the divot from the hole-in-one the boss made last Sunday. He wants us to 
display it in the golf shoe window." 











FASHIONS have been popping these last few weeks. 
Cables humming with Paris opening reports. Radios 
sputtering with short-wave fashion broadcasts. News- 
paper presses humming to turn out fashion news. The 
big liners in a fever to get the buyers back here with 
their prizes. A big time in the fashion world . . . with 
some important developments for the promotion and 
styling of shoes. 

Just in case you haven’t been able to devote all your 
time recently to reading up and listening in on all 
this, we have picked out the salient points to give you a 











Mary Howard, photographed in 


WHat Every Shoe Man Should Know 
About New Developments in Costume 
Fashions . . . ‘by RUTH HARRINGTON 


synopsis of this fashion excitement. And we borrow 
our title from the Hollywood fashion fanfare that just 
opened at the Music Hall—Walter Wanger’s Vogues of 
1938 (be sure and see this Technicolor extravaganza, 
by the way, when it comes your way). 

Headline, waistline and skirt line news is very sig- 
nificant. The new silhouette, straight, short and narrow 
is being called many picture-full names. String bean, 
pencil, drink-of-water and so on and on. We like the 
idea of “lamp-post” silhouette best of all, because it 
gives the impression of a high hat set on a slim straight 
base. And how high hats are! And how slender and 
how narrow are the new dresses and coats. While the 
flared silhouette will hang on for a while longer in 
volume fashions, the high fashion story is all straight 
and narrow—and by early Spring it will undoubtedly 
be the whole story. 

All of which would seem to mean more importance 
for lower, lighter lines in Spring shoes . . . the pump, 
the low-cut step-in and the opened-up sandal. When the 
shape of skirts places so much emphasis on the shoe, 
the line that flatters the ankle the most is the logical 
shoe silhouette. 

When short skirts first came out, many months ago, 
our editor said pumps were coming, sure as shooting. 
They didn’t come right away, because these short skirts 
were flared, but with short, narrow skirts, his prophecy 
is due to be realized this Spring. 

To say that the silhouette is straight is not entirely 
accurate. Skirts are straight, but there is a lot of 
curving in and molding about the bust and waist. It 
looks as if the corsetieres and the diet doctors were 





























in a great, big conspiracy. A tiny bit of fat about the 
diaphragm and all is lost. New clothes accent all that 
middle area from the bust to the hip. Wide, molded 
“corselet” girdles, draping and gathering that inch in 
the waistline all combine to accent the midriff. 

What does that mean in shoes? Well, if we were a 
designer, we would spend a lot of time in studying the 
detail of these new clothes. We would develop a collec- 
tion of shoes that conveyed that same impression of a 
girdled middle. : 

We have called our high-riding shoes “corseted” shoes 
before, but the newer type would not mold the entire 
foot. It would accent the waistline of the shoe. It’s all 
very difficult to explain in words. But go have a look 
at the new corseted clothes and you'll get the idea. 


THE dressmaker devices used to bring about this 
molded middle are darts, shirring, gathering, draping, 
lacing. Perhaps that’s the cue to a new detailing in 
shoes. At the Paris Exposition, Grellini showed the use 
of shirred satin in evening slippers which takes its cue 
directly from the new costumes. We saw Sally Victor’s 
collection of hats this week and they were shirred and 
draped all over the place. What can you make of this 
_motif in shoes? 

While we’re on the subject of motifs, embroideries 
rate special mention. The French Couture is out to 
revive the great French art of fine dressmaking. Em- 
broideries, together with other intricate handwork, is 
their stock in trade. Everything from hats to handbags 
in the new collections goes in for embroideries. Eve- 
ning shoes shown at the Paris Exposition are marvels 
of handicraft. Embroideries for evening and resort 
shoes deserve your very special attention. 



























A GREATER variety of “period” influences than ever 
is notable in the new collection. This is largely due . . . 
again .. . to the Paris Exposition, where every country, 
from the Belgian Congo to Scandinavia, is putting its 
best foot forward and where exhibits of the great arts 
of the past are all brought to light. 
Out of many influences we have picked three (shown 

in the illustrations) as the most applicable to shoes. 
The great French periods of which Louis XV was the 
epitome emphasize embroideries and stress particularly 
the bow-knot motif. Little bows worked into Spring 
shoes reflect this influence. Important buckles are in 
this period feeling, too. The Directoire period is shown 
strongly in high-waisted slim evening clothes . . . and 
again highlights delicately laced shoes inspired by the 
ribbon-crossed ballet-like slippers of the time. The 
early 1900’s revive the Gibson Girl, Floradora Sextette 
tradition, with its hip-molding flounced from the hip- 
line skirts. The most striking 1938 development from 
this influence is the sponsoring of a new type of cos- 
tume—dinner clothes worn with large, sweeping hats 
which brings the dinner shoes into high-style promi- 
nence., 
Out of the wealth of new colors proposed, two color 
ranges are outstanding, both with a promotional back- 
ground. France is featuring its wine industry with 
many red and purplish vintage shades. The murals of 
the Exposition have brought forward the terra-cotta 
[TURN TO PAGE 32, PLEASE] 





Mary Howard, photographed in 

one of the interesting costumes 

she wears in “All Over Town” 
—a Republic Picture. 


HOLLYWOOD designers, accustomed as they are to 
looking at fashions a full season in advance, offer 
some interesting information on what they see for 
next Spring. 
Without exception, the designers agree with Ernest 
Schraps of the Hal Roach Studios in visualizing a 
Spring shoe season which puts into use many new, 
startling ideas. Right now Vera West of Universal, 
Schraps, and several others are using the American 
Indian motif for their Spring things. Solid silver 
is buttons, turquoise, Indian beadings, and garments 
: trimmed in the Indian manner are being worked out. 
oe This wave is considered a natural following of the 
peasant and Western influences. It is felt that this 


Gloria Stuart in pleated violet 
satin with a wide girdle of tur- 
quoise moire ribbon ending in 
long streamers at the back. The 


HOLLYWOOD'S ——asee” 
PREDICTIONS for SPRING 


: 
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A merican Indian Motif — Turquoise, Bead- 


ings, Seen as One of the Important Trends by 





Leading Hollywood Designers. 


will offer many interesting possibilities for Spring 
shoes. 

In summing up the Spring fashion situation, Ernest 
Schraps voiced his own opinions, but a check proved 
that several authorities concur with them. He said, 
“Spring will be an open season for all kinds of new 
ideas and trends. Watch out for sudden flurries of this 
or that; as when many new things are presented at 
one time, creative effort is very apt to turn to original- 
ity just for the sake of originality and will not have 
the necessary background of good fashion authority. 

“Prints are definitely on the way out. This is good 
news to the shoe and accessory trades, as this passing 
will make these already important items even more 
important, for they will, of necessity, be forced to 
carry out the color ideas or themes. We therefore look 
favorably to Spring shoes being richer in design and 
in color. 

“All materials are good in dresses. 

“Important fashion news to the shoe trade is the 
introduction of pastel furs used sparingly or plenti- 
fully on many of the Spring gowns. This means that 
the color of the fur should be picked up by the shoes. 
Shoe materials of a bright or semi-bright finish will 
be necessary to do the right kind of a harmonizing 
job. 


50 





Manifold layers of white tulle embroidered 
in silver bugle beads and tiny mirrors are 
used in the skirt of this evening frock worn 
by Loretta Young, 20th Century-Fox, and 
designed by Gwen Wakeling. The bodice 
has a flexible floral piece of rhinestones 


marking the center. 


White lillies etched in yellow and sil- 
ver on a black background are Loretta 
Young’s choice. fcr. an carly. Spring aad», 
Summer frock.: The ‘redingote is over qi: -’ 
simple bluck erepe frock »»* +» * 


“Lower waist lines will not come in although this 
will be suggested by the draping and the yoke on the 
skirts. 

“Leather will be used extensively as a trimming on 
all kinds of costumes—street, sport, and formal. Many 
designers, including myself, are daily finding new 
uses for fine leathers in trimming our costumes. One 
of the most gorgeous wraps I have designed for Spring 
is of white ermine, lined with gold kidskin.” 

At Twentieth Century-Fox, where many important 
Class A productions are being costumed, the noted 


designers gave their Spring predictions. 


Herschel 


Fabric interest will continue to hold the center of 
the fashion stage. The current early-1900 influence 


















Gloria Stuart, 20th Century-Fox, wears 

a dinner gown of black marocain with 

a long sash of chartreuse damask. A 

brief damask bolero accompanies the 
gown. 


by HARRY R. TERHUNE 


will probably be reflected more in materials than in 
actual silhouette. Striped marquisettes, silk voiles with 
“romantic” motifs such as wreaths, “lover’s knots,” 
etc., are the soft, feminine type of fabric that Spring 

will usher in. 
As to silhouette, Herschel thinks daytime skirts may 
grow even shorter, and by that time short evening 
[TURN TO PAGE 32, PLEASE] 























Tue womes % 


OTHER WOMEN COPY 
WEAR... 


Keupe a /effly Sheet 


AND JUST AT THE MOMENT THEYRE EXCITED ABOUT THE NEW “DIMPLE - TOES’ 

















FASHIONWISE, at least, Fall begins nowadays long 
before September, and for the past month the steadily 
increasing number of shoe ads appearing day by day 
in newspapers the country over have heralded the ap- 
proach of another selling season. The retail adver- 
tising people have done and are doing a wonderful 
job, with the result that never before have footwear 
fashions appeared more fascinating. If glamor is 
essential in modern retail promotion, this season’s shoe 
ads should turn the trick, for pictures, layouts, copy 
and illustrations all combine to make the really beau- 
tiful Fall shoe designs appear more glamorous and 
enticing. 

For early Fall, the color story seems to bear down 
heavily on black, if one may judge by current ads that 
we have seen, with brown holding its usual prominent 
place as a favorite Autumn color. So far as materials 
go, suede seems to be the most talked-of leather, and 
here again the season is holding fast to a tradition of 
long standing. It’s in pattern and design that the 
artists who create shoe fashions have an opportunity 
to give free rein to their imagination, and rarely has 
the industry offered a greater variety of appealing 
models than one sees pictured in the current ads. 

Every season, of course, brings its new themes in 
shoe styles, which are comparable, in a way, to the 
new “features” of the season’s automobiles and serve 
in a similar way as “talking points” about which ad- 
vertising men and salespeople may plan promotions 
and publicity. Last season it was open toes and open 
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As FALL SHOE 


Retail Shoe Merchants, North and South, 
East and West, Tell Their Style Story in 


Smart Ads and Copy 


Michael Murphy, who directs promotion 

and publicity for Krupp & Tuffly, of 

Houston, used this full page to introduce 

his firm’s new eg of “Dimple Toes” 
‘or 


heels, and this Fall it’s “softies’—just a trick of the 
designer and the shoemaker whereby the usual toe- 
boxing is omitted, making a shoe that’s soft and pliable 
right down to the tip. There’s nothing new about it, 
really; we’ve had it in men’s shoes ever since the 
World War, when it came into prominence first in 
military boots and from them was picked up and 
featured as a style note in smart young men’s foot- 
wear. Thus what was first designed to promote comfort 
became a fashion novelty, and this season it reappears 
in women’s shoes. The open toes of Spring become 
the sales argument in favor of soft toes for Fall, since 
the latter make it possible to get back into closed pat- 
terns without change that’s too abrupt—or so the 
copywriters say. Anyway it’s a good idea and “softies” 
will undoubtedly provide the theme song for in- 
numerable style promotions as the season gets under 
way. 

Krupp & Tuffly, down in Houston, Texas, advertised 
these shoes as early as August 8, using a full-page 
announcement in the Houston Chronicle to tell the 
people of their community all about them. Michael 
Murphy, ingenious and enterprising advertising man- 
ager for this firm and also secretary of the company, 
lost no time in giving them a name, “Dimple Toes,” 
and in having the name copyrighted for his firm’s 
exclusive use. The full-page announcement showed 
four styles and featured the handbag to match. “The 
Women Other Women Copy Wear Krupp & Tuffly 
Shoes” proclaimed the caption, “and Just at the Mo- 
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PROMOTION GATHERS 


ment They’re Excited About the New ‘Dimple Toes.’ 

“Some women have the happy faculty of wearing 
most things well,” continues this advertisement, “while 
many others quite sensibly content themselves with 
clothes and shoes, for instance, not so high fashion, 
but nevertheless trim and smart. And always must 
they show good taste. To both groups of women—each 
having certain responsibilities in their social, cultural 
and business spheres—Krupp & Tuffly shoes make a 
definite appeal, for THESE ARE THE WOMEN 
OTHER WOMEN COPY! Behind the presentation of 
each Krupp & Tuffly shoe fashion there is a back- 
ground of 54 years of service to South Texas women 
and their families—plus the facilities and contacts for 
styling shoes that are distinctively different and spe- 
cially suited to the needs of women of this section. 
Now, as we enter our fifty-fifth Fall season—we most 
cordially invite you to view the largest collection of 
original shoe fashions you've ever had the pleasure 
of trying on.” 

“Slim, Sophisticated Shoes moulded like gloves are 
the new trend,” declared the Field-Schlick advertise- 
ment illustrated in the accompanying group, an ad 
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MOMENTUM 


that is noteworthy not only for the attractive way in 
which it shows the shoes but also because of the effec- 
tive costume tie-up, featuring a Fall suit. “The most 
important footnotes for Fall,” this ad went on to 
say, “are exemplified in the slim, sleek, moulded lines 
of Field-Schlick shoes—they rise high on the instep 
and fit like a glove—the almost lack of. trimming 
results in sophisticated simplicity—suede predominates 
in material choice and affects the elegance of the soft 
glove-like appearance—for the latest trends in Fali 
footwear see Field-Schlick’s superb new collection of 
shoes for all occasions.” 
B. Altman & Co. feature black suede with the new 
scalloped line at $13.75 the pair in an ad which 
stresses the “rich sooty black” of “this fine textured 
new black ooze calf.” Graceful high-cut lines and 
the scalloped sweep in front are other featured fash- 
ion points. Meanwhile, Marshall Field & Co., of Chi- 
cago, advertise an ingenious new Fall number with 
“Strips of Grosgrain on Biack Suede” at $15.50 and 
$16.50. Handbag to match retails at $18.50, with 
similar styles from $5.95. “A contrast in texture rather 
[TURN TO PAGE 42, PLEASE] 
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This group of early Fall shoe ads gives 
just a hint of the attractive treatment of 
layouts and illustrations which is certain 
to characterize newspaper promotion in 
the coming season. Every merchant 
should strive to make his advertising 
click from the appearance angle, as well 
as in the way the copy tells its selling 
story. 


STRIPS 


of grongrain 


Fronts again play an important part in 
the styling of many of the Fall shoes, 
and this doubtless explains the fact 
that three-quarter illustrations are being 
preferred by quite a number of adver- 

tisers, in place of profile views. 

















It’s picnic time again, 
and Christ Schlenker 
(left) of Stattler’s 
Shoe Department, 
Buffalo, cops prize for 
oldest retail salesman 
in active . service, as 
Bison City shoe men 
(below) watch retail- 
ers win ball game 
handily from travel- 


ers by 2 to 1 score. 


Flat-foot contest 
seemed an odd stunt 
to stage at a shoe 
men’s picnic, but Paul 
Davis has looked over 
a lot of them in his 
day, and nobody ques- 
tioned his decisions 
when he served as 
judge at Buffalo get- 
together last month. 
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RECORDER 
CANDID COMMENTATOR 


Left: Tullahoma factory of General Shoe Corporation, 
which attained outstanding record for safety, is awarded 
engraved placque. The company’s president, W. M. Jar- 
man (extreme left), participates in presentation ceremony 


repr 





with group of Tullah 





Charles Longini and A. J. Sachs, of the Longini Shoe 


Manufacturing Co. were snapped by Herman Harris, of 
F. Levy Shoe Co., St. Louis, candid camera enthusiast, as 


they looked over Fall styles in Longini sample room. 








And, speaking of picnics, the Dayton shoe men picked a hot day for 

theirs, but there were cooling refreshments which helped some. 

Above, Jack and Harwood Schaeffer, of Dayton, and, below, group 
snapshot of picnic crowd. 

















BOOT AND SHOE RECORDER, September 4, 1937 


Retailers Join 
in Nation-Wide 
Men’s Shoe 


Early Reports from All Sections Indicate 

Enthusiastic and Widespread Participation 

in Campaign Inaugurated and Sponsored 
by Boot and Shoe Recorder. 


SHOE stores and men’s shoe departments through- 
out the nation joined this week in the enthusiastic ob- 
servance of National Men’s Shoe Week, which unques- 
tionably proved to be the greatest cooperative promo- 
tion of men’s shoes, from the standpoint of merchant 
participation, in the history of the industry. It’s too 
early to tell the complete story in this issue of the 
RECORDER, which goes to press while the campaign is 
still in full swing. Next week it will be possible to 
present tangible reports from individual merchants in 
all sections, and on the basis of such reports, general 
conclusions as to the results of the promotion can be 
formulated. 

Even as this is written, however, the picture of 
National Men’s Shoe Week is gradually developing 
and some of the highlights stand out in bold relief. 
Early reports indicate, for example, that men’s shoe 
merchants everywhere are actively partcipating, and 
that in many communities retailers have joined to- 
gether in a cooperative promotion. Hundreds of indi- 
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Los Angeles shoe men photographed at meeting held 
to perfect plans for National Men’s Shoe Week. Read- 
ing from left to right, front row: Leonard J. Isear, 
Los Angeles Examiner; C. V. Badaglicca, Health Spot 
Shoes; J. R. Hatch, Harris ¢ Frank, chairman of the 
meeting and general chairman of Men’s Fall Shoe 
Week; Porter Jones, Hamilton’s; 8S. Tannenbaum, 
men’s shoe department, The May Co. Rear row: T. R. 
Van DeGrift, Van DeGrift’s; Harry R. Terhune, field 
editor, BOOT AND SHOE RECORDER; P. W. Butler, Jes- 
berg’s Walk-Over Stores; EH. H. Schultz, Harris & 
Frank: C. H. Fontius, president, Los Angeles Retail 
Shoe Dealers Association; F. W. Johnson, Nunn-Bush 
Stores; M. Kalsman, Silverwood’s; David Goode, 
Gude’s; Harold Rose, Silverwood’s 


Week Promotion 


vidual retailers, including many of the best and most 
successful men’s shoe merchants in the country, are 
devoting special window displays and newspaper ad- 
vertising to Men’s Shoe Week, while newspapers in 
many .cities have devoted columns of publicity or en- 
tire newspaper sections to the promotion of men’s shoes. 
More than 200 retail shoe retailers have written or 
telegraphed Boot anp SHOE RecorpDeER for the special 
window display material, posters, streamers, newspaper 
mats, etc., prepared by this publication to facilitate 
the promotion of Men’s Shoe Week. Many other re- 
tailers used promotional material developed by their 
own display and advertising departments, while still 
others made use of material supplied by manufac- 
turers and wholesalers. Nunn-Bush stores, in New 
York, for example, “blew up” the streamer design 
originated by the REcoRDER to extra large size and 
reproduced it in brilliant color effects, while Walk- 
Over stores used the poster design mounted as show- 
cards. 

The first announcement of National Men’s Shoe 
Week, published in the REcorDER of June 26, said, 
after defining the purposes and objectives of the cam- 
paign: 

“Boot AND SHOE RECORDER proposes to point the 

[TURN TO PAGE 5], PLEASE] 
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Don’t “Walk the Last Mile”’ 


SOME concerns are making the most momentous de- 
cisions of their business lives right at this moment. If 
they are opportunistic, they may be making the fatal 
error of returning to miracle price levels and camou- 
flaging their retreat with words, words, words. 

Shoe men and business men who face facts 
know that it is better to set a price that will hold 
a grade-quality and fight it out with increased 
salesmanship—and that NOW is the time to do it 
rather than putting it off to what might seem to be 
a more auspicious future for price raising. Good 
shoes are worth the new prices, every dollar and 
cent, and the public is still getting the most for 
the money in shoes, over and above any other 
article sold. 

We stand by the merchant and the manufacturer 
who sets his prices on the ingredient values in shoes. 
To hold to a miracle price is to pave the way for a 
cheapened product and a cheapened service. 

How much can be taken out of a shoe? That is the 
question. Enough was taken out in the deep days of 
the depression to make the loss in shoe values to the 
consumer most perceptible. To take more out at this 
time is to depreciate the product far beyond the factor 
of the twenty-five or fifty cents saved in the ultimate 
price. 

To grade and build-up shoes to the qualities that 
existed in the 1929-30 days should be the objective of 
an industry that has a marketing sense of its own place 
in the scheme of things. 

With other industries using all the forces of research 
for the improvement of their product, what is the stand- 
ing of the shoe industry when it retreats to lower levels? 

We said last week and we repeat it now: Coming out 
of the depression is the time for concern. If the Ameri- 
can public, left to its own devices, continues to buy 
shoes as it is now doing, the average price level of 
all shoes will go lower. That’s the law of economics 
as applied to an inert product, but if every man in 
shoes, from the maker through to the fitter, appreciates 
his product and puts all of his energy into its en- 
thusiastic sale, and virtually pours money into the 
promotion and advertising of this product, then the 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


result is a better appreciation by the public, a better 
price and naturally, a better profit. 

The New York Times says: “When the productivity 
of labor is increased, wages increase; and in that way 
labor receives more purchasing power to buy more 
goods. But it does not follow that the process can be 
reversed. To boost wages arbitrarily, on the assump- 
tion that labor will therefore have more purchasing 
power to support industry, is most likely merely to 
disrupt the equilibrium of the wage-cost-price structure. 
It may make wage rates so high that it will force the 
weaker firms in an industry out of business. This 
would throw the workers in those firms out of employ- 
ment, and hence reduce the purchasing power of labor.” 

But firms can weaken their fiber by cheapening their 
product and in so doing “walk the last mile” with 
the delusion of sales. 

Cost levels are higher and if a factory must pay 
more for its ingredients, more for its-labor, it can only 
economize by “beating the starch” out of its overhead. 
It is quite obvious that the white collar worker in such 
a set-up is lucky to paddle along on the same weak 
wages—although many an executive is in for a trim- 
ming. But that’s the law of survival of the fittest—as 
well as the fitters. 

There is a growing spirit of selling courage in in-. 
dividual shoe stores throughout the United States—even 
though parts of the chain structure have the jitters. 
But real economists in the chain field put their prices 
up last Spring, weathered a fitful Summer and are hold- 
ing their prices and even increasing them this Fall for 
these business men are not fooled by the passive re- 
sistance of the public in big cities. The farmer, the 
industrial worker and the people who want real values 
for their money will pay the new prices—for the new 
scales are actually modest, fair and equitable in the 
light of present and coming events. 

The battle is to the brave and the coward dies a 
thousand deaths. Show your shoes with pride—not 


apology. 
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@ These two Goodyear Heels add 
the “magic touch” of plus sales appeal 
even to the finest shoes. 


Their trim part-of-the-shoe appearance 
GOODYEAR —no visible nail holes—steps up shoe-style. 


' And the public instantly accepts the great 
WI NG FOOT a : name of Goodyear as an added assurance of 
bat ce satisfaction and value. 


Manufacturers pay more for the Goodyear 
Wingfoot and the Goodyear “Custom” Heels 
—and they use more of them than of all other 
blind-nailing heels combined. 


The reason is easy to understand. They know 
these tough, handsome, Goodyear Heels help 
you sell their shoes! — 


MORE PEOPLE WALK ON GOODYEAR HEELS THAN ON ANY OTHER KIND 
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Builds Suceesstul 








SHOE travelers in Michigan have talked for a long 
time about a children’s shoe store that has been mak- 
ing a remarkable success in Jackson, Mich., a town of 
35,000—a size that would ordinarily be thought ton 
small for a specialty store like this. Impelled by 
curiosity, the Boot anp SHoE REcoRDER correspondent 
went out to investigate, and found a store that is steadi- 
ly growing—in fact, is soon to make another expansion 
that will triple the present size. 

Mickey’s Juvenile Shoe Shop is apparently an ex- 
ample of the world making a path to a man’s door, 
because he had a good product—shoes—and sold it 
right. M. A. Dalton, known to everyone as Mickey, 
opened this store eight years ago, with a stock of 350 
shoes. Today, it carries 7000 pairs, and has seven clerks 
upon the floor. 

The original store was a 15 by 20-foot space, still 
a part of the store space. Later, this was tripled. 
Then, space for the orthopedic department was re- 
quired, and the ceiling was cut through, so that a 
six by ten-foot space open through the balcony above 
the store proper, showing this department clearly from 
the selling floor. The basement was added when 
“Mickey” Dalton decided to make it useful space by 
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FRIENDLY SERVICE 


Juvenile Business 





How Mickey’s Shop in Jackson, Mich., 
Has Expanded from an Original Stock 
of 350 Shoes 


adding an adult’s department. But how comparatively 
little primary importance is given to the adult depart- 
ment is indicated by its relegation to the basement, 
putting the children right on Main Street instead, re- 
versing the usual store formula. 


THE two departments can be tied in well, however. 
Children do grow up, Dalton found, and, not to lose 
the customers who had been coming to him almost 
“from the cradle,” he added the other department. 
There is a good deal of sound psychology in the gradu- 
ation to this department, too. A boy who outgrows shoe 
size six is told, “You belong in the men’s department, 
downstairs, now”—and is very proud of the distinc- 
tion he so suddenly acquires as a real man. 

For the same reason, a sub-deb department has been 
installed for older girls, entirely separate from the 
growing girls’ department. This enables the girl who 

[TURN TO PAGE 44, PLEASE] 
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The editors of a well-known magazine wanted a special shoe for editorial 
v 
use — one worthy of being featured. It had to be lovely and it had to forecast 


style for the coming seasons. The editors first selected a top-notch designer 


— and the choice of the designer was Evans White Kid. Here is the shoe — 


EVANS FOR 


It's a beautiful shoe with a finely conceived design—and is it white !! Evans 






Kid gives it a true white appeal with a chaste, grained appearance of luxury. 






Every wisp of loveliness that rightly belongs to scientifically tanned kid is 








added to the effectiveness of design. But it's not really news. Past seasons 


have taught smart manufacturers and designers to look to Evans for white. 


kid Cecctcas 


THE KID WITHA DEFINITE SALES INFLUENCE 


John R. Evans & Company, Camden, New Jersey. 
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Show a Profit 


Based on an Interview with T. P. 
Hunter, Manager, Dobyns’ Shoe Store, 
Long Beach, California, by Harry R. 
Terhune, Field Editor, Boot and Shoe 


Recorder. 





Hosiery to the right and hand bags to 

the left is the order in the Dobyn 

Shoe Store in Long Beach, Calif. This 

is a section of the twenty-foot hosiery 
selling space 


DIMINISHING store traffic faces every retail shoe 
man during a period of increased prices. 

Completely servicing those who do come in to us 
is the answer to the problem of how to maintain vol- 
ume and profits. 

Shoes, hosiery, hand bags and gloves are all in- 
stinctively grouped together by women as vital parts 
of their costuming ideas. Therefore when shoemen can 
present a harmonizing quartet of these accessories to 
our patrons, the opportunity to sell more dollars 
worth of merchandise per customer is greatly increased. 
Current fashions, coupled with the consumer’s de- 
sire to buy her shoes, hosiery, bags and gloves at one 
time, are giving retail shoe men a wonderful oppor- 
tunity to round out their service by promoting all of 
these closely allied items. 

Number one problem for a shoe man to solve is how 
best to operate his hosiery, bag and glove departments 
so that they will show a real profit. If, during a sea- 
son a shoe store’s hosiery department has shown a 
$25,000 sales volume and the stock at the end of the 
period is worth around 25 cents on the dollar, no 
money has been made. Poor buying is the usual an- 
swer in this case. 

On the other hand, if that same sales volume is made 
with the stock inventorying up to 100 cents on the 
dollar, then there has been some real bankable money 
made for the house. 
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Shoe merchants must realize there are no short cuts 
in developing a good successful accessory business. 
At its best, it is of slow development over a period of 
time. Hosiery, for instance, is one item which is built 
entirely on a confidence or satisfied customer basis. 

Sales and special offers may result in a little flash 
business, but a trade built on good merchandise and 
good service is a lasting one. 

A policy of using only one source of supply for 
men’s, women’s and children’s hosiery has been the 
means of developing a nice trade for our house. As a 
result of confining our purchases we have not had a 
hosiery sale in four years, the stock being in such ex- 
cellent condition. It is possible to do a real profitable 
hosiery business through concentrated buying. 

Customers come in knowing the hose they want will 
be in stock. They soon get to realize the resources of 
the brand we carry. Our publicity is ever telling them 
of the colors, sizes, weights and weaves that are in 
current demand. 

No shoe store can hope to carry everything, regard- 
less of size, color or pattern. If it can take care of 90 
percent of the average customer’s needs, it can afford to 
lose the other ten per cent. That same buying sense 
holds true in hosiery. 

Some shoe men have tried to beat the hosiery game 

[TURN TO PAGE 43, PLEASE] 
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Look at the DIFFERENCE! 


Active women of today are hard on foot- 
wear. Built-up heels lose their style and 
attractiveness when they become scuffed, 
checked and cracked. 

















“Pyraheel” gives your customers beautiful 
built-up heel effects that can’t get scuffed, 
checked or cracked. The heel looks new as 
long as the shoe lasts. 









A scuffless heel covering 
that REALLY looks like 
A BUILT-UP HEEL! 
Our customers will go 
for that! 













LOOK AT THE DIFFERENCE 
‘“PYRAHEEL’’ MAKES! 


HERE’S a ready, profitable 
market among your customers 

for scuff-proof heels that will stay 
good looking the lifetime of the shoes. 
Du Pont’s “Pyraheel”’ is a plas- 
tic heel covering that neither checks, 
cracks, splits, nor scuffs. And it looks 
exactly like a built-up heel, since it 
is a photographic reproduction of 
the finest leather heel we could find, 
embossed to give it the feeling and 


texture of leather. Heels match per- 
fectly, and the weight saved by heels 
covered with “‘Pyraheel” makes 
shoes more comfortable to wear. 
Ask your regular shoe supplier to 
fill your next order using scuffless 
“Pyraheel.”’ It’s available for all 
types of heels... from the lowest mili- 
tary to the highest Louis. Your shoe 
manufacturer will gladly show you 
samples. Or write direct to Du Pont. 

































: BUILT-UP HEEL EFFECTS 
Seif iv SCUFFLESS “PYRAHEEL” 


E.1. DUPONT DE NEMOURS & CO., INC., PLASTICS DEPARTMENT, INDUSTRIAL DIVISION, ARLINGTON, NEW JERSEY 
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TELL PARENTS 


UNLESS 


NOW is the time to train children’s feet in the way 
they should grow. Not only is the September-through- 
December period one of sustained customer demand 
(11.2, 9.7, 9.4, 12.0 being the percentages of yearly 
business done during these four months according to 
official NRDGA reports), BUT— 

the natural need for more substantial shoes during 
colder weather reduces to an absolute minimum 
the customer resistance to your promotions of 
good shoes and: proper fitting. 

As long as she must pay more in any case than she 
did for over-the-bargain-counter Summer shoes, mother 
will be more likely to raise the ante a bit higher to 
find out if all the claims you make for your better 
shoes and services are true. 

And—if you do a real fitting job when you get 
the chance, and also arrange for a third or fourth 
month check-up, you have a good chance of keep- 
ing a customer. 

Another angle to this September-to-December sell- 
ing to new customers (or older half-way customers) is 
the chance for absolutely sound suggestions of a two- 
pair purchase, that the child may enjoy the benefits of 
your good shoes continually, discarding the old, in- 
correct shoes completely. 

The campaign for this four months’ new customer 
drive should be organized with care, and a definite, 
comprehensive program laid out to cover the entire 
period. Finances and facilities must be determining 
factors, in some measure, of what shall be done—but 
the WILL TO DO will assure a good program, even 
with a limited budget. 

Let the first step be a check-up of stock and service. 
Be sure to have a full size range in your best numbers, 
plus a system that assures frequent fill-ins. Let de- 
mand, rather than a time schedule, control re-orders. 
If three orders a week are required to keep sizes filled, 
send them in. 

From your own experience and that of others, plan 
a practical- sales method so that a regular program of 
procedure is followed with each customer. A good plan 
includes measuring, foot examination (standing and 
walking), posture examination, shoe check-up, selection 
and fitting of the type shoe that is most suitable, and 


“FEET CAN’T GROW WELL 


SHOES FIT WELL”.... . 


by R. E. ANDRUSS 
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The Importance of Well-Fitting Shoes should 
be Stressed to Secure Parent Confidence .and 
Repeat Sales on Children’s Shoes. 


a final recheck of all points by a supervisor. Such a 
method eliminates “customer advice” or disagreement 
by simply letting the system sell the parent as the ex- 
amination and fitting progress. 

A record chart should be made out, including not 
only date and price, but any footnotes that are a part 
of the case history, for future reference. A card should 
be given the parent requesting her to bring the child 
in for examination in three.months. A call-up should 
be tabbed, so that she will be notified when check-up 
time approaches. 

Now comes the promotion program which should in- 
clude plans to sell the idea of your shoes and service 
through— 

1. Newspaper ads. 

. Direct mail; enclosures. | 

. Window displays. 

. Internal store promotions. 

. Radio talks; personal appearances. 
. Children’s contests. 

. Personal home calls, 

8. Special features and ideas. 

Almost every maker of good shoes for children has 
ad material that can be incorporated in a series which 
brings out your special facilities and understanding as 
a shoe fitter for children. These ads should find their 
“wallop” in the pertinent, proven facts pertaining to 
the care of children’s feet— 

Seventy-five per cent of children in public shool 
wear outgrown shoes. 

At 10 years 53 per cent of children have foot de- 
fects; at 15 years this increases to 76 per cent. 

Children’s feet must have periodic examination to 
assure proper growth. 

It takes eighteen years to grow a pair of feet. 

Good or bad feet later on depend on care while 
growing. 

Most adult foot troubles are due to early negligence. 

[TURN TO PAGE 30, PLEASE] 





NAM S&S Ww hd 





















BOOT AND SHOE RECORDER, September 4, 1937 Page 29 


Over 30,000,000 People 
in the U.S.A. Suffer from 
Weak Arches! 


Our modern way of living—our national carelessness in not giving people 
proper shoes—means plenty of trouble for plenty of people—but a gold mine for 
shoe merchants who know how to make the most of this opportunity. And there's 
no question but that featuring Dr. Scholl's Arch Supports is the way to do it. 








From coast-to-coast alert shoe retailers are proving 
that there is nothing which pays such big profits 
in proportion to the effort. 


Lo 


Dr. Scholl’s big space advertising in the leading na- 
tional magazines—reinforced by the advice of physicians 
influenced by Dr. Scholl’s messages in the ethical press— 











is sending people out ooking for the individualized correc- Dr. Scholl’s Arch Fitter makes 
= y ‘ = possible INDIVIDUALIZED 
tion that Dr. Scholl’s Arch Supports give—and which ready- correction by molding the Sup- 


made “arch support” shoes cannot give. People are learn- ports to each foot’s exact needs, 
ing that no two cases of arch trouble are exactly alike— 
that even the two feet of an individual differ in the correc- 
tion required—and that the standardized correction offered 
by such shoes will not do what Dr. Scholl’s Arch Supports 
will do. 


The foot in its original 
condition. The Support 
is very low. 





Everywhere dealers are cashing in on this demand by 
featuring Dr. Scholl’s Foot Comfort Service—by letting 


people know that they fit Dr. Scholl’s Arch Supports and —_—— 


other Foot Appliances scientifically, On a small invest- 
ment they are getting a big volume. 


Rapid turn-over and good mark-up Dt Scholl's 
are bringing in the profits forthem. FQQT COMFORT 


They are making money—and they TRADE mann 
are making friends. And so can you. SERVICE 


Dl Scholls 


ARCH SUPPORTS (jiu. 
White for Catalog —_— 


; Finally, the arch is re- 

THE SCHOLL MFG. CO., Inc. 7 sporty then peed 
Makers of Dr. Scholl’s FOOT COMFORT Appliances and — 
Remedies for All Foot Troubles 


213 W. Schiller St., Chicago 62 W. 14th St., New York 
112 Adelaide St., E., Toronto, Canada 


LARGEST INSTITUTION OF ITS KIND IN THE WORLD 


Later, after the arch is 
accustomed to its new 
elevation, the Support 


ts raised. 













proves, the Support is 


again raised. 
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Feet Can’t Grow Well 
Unless Shoes Fit 


[CONTINUED FROM PAGE 28] 


“Growing pains” in feet, legs, or back 
are a warning of foot troubles. 

Toeing outward induces weakness 
and deformities; toe straight ahead. 

Shoes worn without fitting are breed- 
ers of foot ills. 

Up to ten years heels only twice as 
thick as the sole are best. 

Passing on shoes from one child to 
another will surely cause trouble. 

Pointed shoes, shoes too tight, too 
short, too heavy all contribute to de- 
formed feet. 

Socks should be one-fourth inch 
longer than the foot when stretched 
at full length. 

Sixty-five per cent of boys and 80 
per cent of girls of school age show 
foot defects. 

Children’s shoes must not be too 
heavy and stiff; the foot must be al- 
lowed to bend. 

Some children outgrow shoes in 
four to six weeks at certain ages. 

Most foot troubles are acquired; 
not inherited. 

Cheap shoes now lead to expensive 
foot ills later. 

Yours is a “preventative” job, and 
should be featured as such. To copy 
pointing out what happens (and is 
happening) through foot neglect add 
the story of your shoes and service— 
telling in words and pictures HOW 
YOU can save foot ills. 

The newspaper campaign should be 
laid out to cover the full period—even 
through the Christmas season, using 
timely headings for the holidays— 
“Give them good shoes and good feet 
for Christmas.” 

Windows should tie up with the new 
ad every week, and dramatize the sell- 
ing points. Charts, graphs, pointers— 
all sorts of simple, inexpensive ideas 
are yours for a thought. Every point 
that can be made in ad copy can be 
dramatized in window display. 

In the department or section devoted 
to children’s shoes arrange displays 
that dramatize service and shoe fea- 
tures. Where space does not permit 
show cases, use shelf space. One set- 
ting could use photographs, text, and 
shoes to point out the steps in fitting. 
Others could depict the differences be- 
tween correctly and incorrectly fitted 
shoes, and the effects on the feet. The 
record card file should be both con- 
venient and conspicuous. 

One department display that would 
interest youngsters and adults might 
be called “children at play.” Use a 
combination of sketches of children of 
various ages, jumping, running, climb- 
ing, coasting, studying—all the things 
that are done by children. A series of 
snap shots (candid camera) will cap- 
ture poses for these sketches, and also 
for the “feet photos,” that have been 
posed to show your well-fitted shoes on 
various feet—corresponding to the 
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sketches in size. This would make a 
good ad series, also. 

There’s a bit of good psychology in 
leaving in the department current 
copies of Parents’ Magazine, Hygeia, 
and any others that may have articles 
on child care. All of the popular 
monthly magazines for women should 
be watched, and any appropriate ar- 
ticles IMMEDIATELY given promi- 
nence in ads and windows. 

Direct-mail should be used for this 
campaign where there is a GOOD 
LIST OF NON-CUSTOMERS. We as- 
sume the use of direct mail to keep in 
regular touch with customers. Letters 
should be as completely personalized 
as possible. It’s far better to write 
personalized letters to a few than a 
general letter to many. Don’t make the 
mistake of trying to personalize a cir- 
cular letter; especially avoid a fill-in 
letter that does not match the letter- 
ing. 

Even a circular letter can be made 
interesting, and friendly, and informa- 
tive. In one, attach a record card 
(made out to a fictitious name) and 
start the letter, “Dear Madam: Did 
you ever see how we keep the records 
of every youngster fitted in our chil- 
dren’s shoes department?” Another 
could use pictures and discuss the right 
and wrong way to walk, and how your 
shoes help correct walking. Posture is 
another good letter subject. Use one 
a month during the campaign, arrang- 
ing them to give continuity. 

Where facilities permit, radio talks 


on the care of children’s feet, or a 
program dealing with the activities of 
an active group of children, will be 
good. But be sure you’ve got some- 
thing before you go ahead; do it right, 
or don’t do it at all. 

Every store today can have some 
one make a series of personal appear- 
ances at various clubs and schools. 
The manager is the one to do it. Today 
it is possible to have movies to illus- 
trate various points. These talks 
should be on the general health and 
care of children’s feet, and should not 
dwell especially on the store or shoes— 
make the talks informative and inter- 
esting, and the advertising end will 
take care of itself. 

Contests—‘What good feet mean to 
me”—and similar subjects are good 
and can be built up to carry over sev- 
eral weeks. If necessary, the contest 
can be arranged so as to give a prize 
every week for the best letter, and a 
grand “gift prize” just before Christ- 
mas. 

If you can secure the right persons 
to do it, a home canvass will be a 
good idea. Choose the type of women 
that will appeal to women—and whose 
appearance will beget confidence. Let 
the inquiry cover the number of chil- 
dren (names and ages, if possible), 
where they buy shoes, how often, how 
much is paid. How they like them. 
Have a neat folder on Care of Chil- 
dren’s Feet for the woman to leave. 
Even when your own shoes are bought, 

[TURN TO PAGE 46, PLEASE] 
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ARE THE FIRST STEP IN MAKING 
KISTLER ‘‘BENCH BRAND”’’ SOLE LEATHER 








« The scientific blending of 
all qualities essential to 
profitable shoe manufac- 
turing and merchandising, 
in one super-fine brand. 
















That of which a product is made largely determines its quality. Im- 
properly bred or under-nourished cattle cannot provide you with a lus- 
cious steak. Neither will their hides be such as to produce superior sole 
leather. The least informed regarding cattle on the hoof, will see in the 
above picture, convincing evidence of a thoroughbred. And starting with 
thoroughbreds we go forward scientifically to make 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


A BALANCED TANNAGE 
It should not be inferred that by merely tanning fine hides, suitable sole 
leather will follow. The method of tanning is something to reckon with. 
It is possible to impair the usefulness of the best hides, without care at 
every step in handling. The manual and mechanical controls we have 
over our methods of tanning “BENCH BRAND” sole leather, do much 
to create a standard of excellence which is admittedly exceptional. 
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Hollywood’s Predictions for Spring 


[CONTINUED FROM PAGE 17] 


skirts may be more generally accepted. 
Certainly the uneven hemline will be 
familiar. 

Hats with height and dash are likely 
to carry through for daytime use. 


Royer 


The slim, sheathlike dress with 
subtle details of stitching, delicate em- 
broidery, or touches of other novel 
trimming will be good through Spring, 
according to Royer. The bouffant type 
which is always popular with certain 
types of women will be present in the 
evening mode, with its hemline serrated 
or otherwise uneven, but this designer 
thinks thé more distinguished clothes 
will be very simple of line. In this 
same connection, waists will remain 
high in most instances, following Di- 
rectoire inspiration, and with such 
clothes hats are likely to take inspira- 
tion from the bonnet of the Directoire 
era, but only for more formal types 
of clothes. Since fur is go important 
in the mode at the moment, novel uses 
of it are very likely to be seen spar- 
ingly on Spring coats and suits, and 
probabiy a revival of it for sheer for- 
mal Summer cape ensembles. Ensem- 
bles will be especially good this Spring 
in three-piece suits, cape suits, and 
dress and coat arrangements, accord- 
ing to Royer. 


Gwen Wakeling 


Suit jackets will be slightly longer 
in the manner of the Gibson Girl era, 
or else so brief that they barely touch 
the hip bones, is the predicted Spring 
suit silhouette, according to Gwen 
Wakeling. Skirts will be increasingly 
shorter. Smooth surfaces, grayed, 
misty colors in materials will be used 
for these suits. 

A good many coats will follow for- 
mal lines, not fitted at the waist, but 
cut straight and pencil slim. Most of 
the informal coats promise to be slight- 
ly shorter than frock or skirt. 

This designer continues to believe in 
the romantic, full-skirted type of eve- 
ning gown, and will plan to use un- 
usual combinations of materials, dif- 
ferent types of trimming, especially 
pieces of costume jewelry that have 
been designed particularly for a cer- 
tain phase of the gown, and other 
novel devices rather than take up the 
“lifted” or uneven evening hemline, 
which she thinks is a trying one for 
a great many women. Her dresses of 
the bouffant type will just escape the 
floor. In sophisticated evening gowns, 


she will achieve a slim silhouette by 
means of draping. 


Summary 


A consensus of opinion as to what 
Hollywood designers have to say about 
Spring shoes is as follows: 

Shoe lines will be lower, including 
many pump effects. Tailored pumps 
will be good for Spring, too. Holly- 
wood has always liked pumps; now 
they will have some of their own de- 
signing. 

Some of the very fine flowers in the 
new dress prints will be reflected in 
fine pansies, daisies, sweet peas, and 
the like appliqued on the throats of 
pastel kidskin pumps. Fabric pumps 
will also come in for a similar treat- 
ment. 

The front line of the pumps will be 
lowered and the toes will be widened 
to the so-called full French short vamp 
effect. 

Several open toes are predicted, as 
well as some sandalized pumps, but 
not with open heels. The one exception 
to this is a novelty follow-through for 
the many ribbons which will be used 
in the Grecian frocks. It is an open 
heel pump, the back part of which is 
ribboned. 

Look for many ribbon effects in one 
and two-eyelet ties, ribbons on the 
throats of pumps, and ribbon laces in 
the sandalized oxfords. So strong is 
this ribbon theme that a hosiery con- 
cern has brought out a certain type 
hose which has places in the back for 
inserting ribbons of the same ¢olor as 
those used in the shoes. 

Plenty of high shades are promised 
in stockings as well as in shoes. Vivid 
high shades, too, with fewer whites ex- 
cept white kidskins. Color interest will 
be centered in blue, black next, with 
the tan and wine shades following in 
the order named. 

Black and blue patent leather are 
well thought of. Suedes will continue 
in blacks and colors. All-over kidskins 
and kidskin as trimming for the new 


things in the gabardine family are 


thought important. 

Hollywood, usually conservative as 
to shoes, looks for a season of extreme 
patterns and greater blending of 
eolors. An even greater sandalized 
Spring than that last year is prom- 
ised. Spring shoes will be more dainty, 
more feminine. Hollywood appreciates 
the great strides made by manufac- 
turers in perfecting sandals, and wants 
more of them. Patent leather sandals 
in all new patterns will be a number 
one favorite. 





Fred G. Green 


Fargo, N. D.—Fred G. Green was 
killed in an automobile accident, Aug. 
10, when returning to Fargo from his 
lake cottage on Big Detroit. He was 


the owner of the R. & G. Bootery, 
which he had operated in Fargo since 
1918 when he settled there with his 
late partner, Ralph Rothrock. Previous 
to that, Mr. Green and Mr. Rothrock 
had been in business in Superior, Wis., 


where, for nine years, they operated 
the Sample Shoe Store. Mr. Green 
retained his interests in this store un- 
til about six years ago. He was very 
active in Fargo social and club life, 
and was a member both of community 
and‘national organizations. He is sur- 
vived by his widow, Mildred Green, and 
a son, Frederick Ralph. 


To Hold Southern 
Shoe Exposition 


MiaMI, Fta.—The first national shoe 
exposition to be offered in the South 
will be the Southern Shoe Exposition 
held at the Miami-Biltmore Hotel, 
Coral Gables, Jan. 17, 18 and 19, 1938. 

Buyers from 12 southern states, 
Cuba and Puerto Rico will meet here 
with representatives of the outstand- 
ing shoe manufacturers in America. 
One of the highlights of the exposition 
will be the “Pageant of Styles” taking 
place on the opening night, featuring 
not only the newest styles of footwear, 
but offering a preview of the. entire 
ensemble for the coming Spring and 
Summer. 

E. A. Richardson of Boston has been 
engaged to manager the event. Mr. 
Richardson directed the World’s Fair 
Style Exposition and is director of the 
Shoe Manufacturers’ Spring and Fall 
Openings at the Astor and New Yorker 
Hotels. 


The Shoe Buyer’s Vogues 
of 1938 


[CONTINUED FROM PAGE 15] 


colorings. These trends tie in perfectly 
with our two outstanding novelty color 
ranges in shoe leathers . . . the spice 
and wine tones. 

Greens are highlighted, too, with 
Mainbocher’s group of “Georgian” 
greens outstanding, ranging from clear 
bright green to deep bottle. There are 
a lot of smoky blues and violet blues, 
indicating the need for more than one 
blue in Spring shoes. Black is not just 
black. Mainbocher calls his deep, rich 
jet “Encre de Chine” (Chinese ‘ink) 
to make the point that there are grades 
of difference in black. (How well you 
appreciate that point when you buy 
shoe materials, particularly fabrics.) 

Throughout all the new showings, the 
trimming and accessory accenting of 
black with color and multi-color is an 
outstanding note. You see this multi- 
color idea everywhere—in hats with 
vari-color embroideries and trimmings, 
in jewelry with colored stones, in the 
“vitrail” or stained glass sequin trim- 
mings for evening . . . all furthering 
the fashion prospects of the colored 
and multi-color shoe. 

In short, there’s every fashion reason 
why the “Shoe Vogues of 1938” should 
be exciting, different in silhouette, in- 
tricate in detail and high-stepping in 
color! 
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Their Increasing Popularity 


MUST BE DESERVED 
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Manufacturers — who make them, 
Retailers — who sell them, 


Women — who wear them: 


LITTLEWAY All are enthusiastic in their convictions 
LOCESTITCH as to the merit of Littleway Lockstitch 
PROCESS Shoes—regular construction or Delmac. 


A background of sound shoemaking 
principles is the outstanding reason for 
their continual increase in sales and 
well deserved public approval. 


And for those who prefer 
DELMAC LOCKSTITCH 





And of course 
with G/CC UNISHANK DELMAC LOCKSTITCH 
; PROCESS 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET. BOSTON. MASS. 





A MAM IS AS 


Smad 
YZ) 




















Prior to the making of fine shoes — 
the creative work of the last designer. 
His skill is fundamental to the com- 


fort and fashion of modern footwear. 


The United Last Company, through 
its operating units in all important 
shoe centers, is constantly supplying 
this vital service — a service that is 
THE LAST WORD 


always essential in generating pub- UNITED 


lic acceptance of smart shoes. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


— 
dad 








SHOP MADE 
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STRENGTH 
SECURITY 
ECONOMY 







UNISHANK 


BREASTLOCK 
HEEL 





UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 








are using on women’s high heel shoes. 





The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
rigid arch support that is vitally essential. 










Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 



















































MODERNIZING |||! 
por Profit 





The chief reason a merchant has for modernizing his 
store is that he feels it will be a profitable investment by 
attracting more customers and increasing his sales. 


And thousands of shoe stores throughout the country, 
whose owners have wisely brought them up-to-date, 
bear witness to the efficiency of modemization as a 
means to better profits. 


But before taking this important step, a merchant should 
see to it that the organization he selects to carry out such 
@ program is one that has had the benefit of experience 
in meeting similar problems and meeting them success- 
fully — whose record of stores served indicates their 
ability to‘meet every conceivable condition under which 
a store may operate. 


The Grand Rapids Store Equipment Co. is composed of 


men whose experience in dealing with these problems 
goes back over thirty-five years. To its credit are some 




















ay meng Co., 
Syracuse, N 


A recent Grand Rapids i installation 


of the outstanding and most successful stores in the 
country, located in every State and ranging in size from 
those covering city blocks to smaller, but none the less 
successful stores in less populated areas. 


In our files are thousands of letters telling of immediate 
and almost unbelievable increases in sales volume and 
profits, following modernization programs as laid out 
and carried into effect by us. 


If you are considering a modernization program, let one 
of our experienced and well posted representatives talk 
it over with you. You incur no obligation in doing this 
and no matter where you are located and irrespective of 
the size of your store or your proposed project, there is a 
Grand Rapids representative near you who will gladly 
call and dis the tt 





A line to us will bring prompt response. The coupon is 
for your convenience. 





, GRAND RAPIDS STORE , 
* EQUIPMENT COMPANY ~ 


Main Offices and Factories: 
Grand Rapids, Michigan 


Branch Offices and Representatives in Principal Cities 








MAIL THIS COUPON TODAY 








Grand Rapids Store Equipment Co. 8-9 
Grand Rapids. Michigan 

Please send us further information on your 
Store Planning Service and Equipment. 


Name. Address. 
City. State. 
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VASH/ NEW SHINDLA DYES 


> BLACK BROWN - BLACK SUEDE 


NEW SHINOLA D 
Give a new shee finish to olga, | 


NEW! srown vve 


Now, for the first time, you can of- 

fer customers a perfected brown 
dye: Shinola Brown Dye! Dyes 
to a deep, rich, uniform brown 
all light-colored leathers except 
suede. Permanent...quick-drying 
-.-€asy to apply. 


Feature also Shinola Black Dye : 


and Shinola Black Suede Dye. Both 
give a deep, jet black...nota gray, 
ora blue black. Give your custom- 
ers what they want. Sell dyes that 
make shoes look really new. Stock 


and feature New Shinola Dyes! 


SHINOLA SUEDE DRESSINGS 


Cash in on the vogue for suedes this 
fall. Push the new complete line of 


»-Shinola Suede Dressings. Made in 


seven colors, Black, White and Neu- 
tral, to match leading style trends 


. forFall. Display Shinola Suede Dress- 


ings for profitable business! 


NEW! SOLE-EDGE 
: DRESSING 
Here’s something your customers 
have been looking for: Shinola Dress- 
ing for black or brown sole and heel 
edges. Perfected by months of re- 
search and test, Shinola Sole-Edge 
Dressings meet the need for an easy- 
to-use, quick-drying touch-up for 
sole and heel edges. Stock and dis- 
play this new, popular item. 
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NATIONAL NEWS 





Commission to Start Shoe Cost Study 





Investigation Relative to Cemented Shoes Authorized by 
Walsh Resolution to be Undertaken Without Delay 


WASHINGTON, D. C.—It is understood 
that the Tariff Commission will imme- 
diately undertake the study of the dif- 
ference in production costs of cemented 
shoes here and abroad as authorized by 
the Walsh resolution, which passed the 
Senate Aug. 20, notwithstanding the 
unfavorable report of Secretary of 
State Hull. 

Senator Walsh, of Massachusetts, 
who sponsored the resolution jointly 
with Senator Lodge, of the same state, 
submitted a special report from the 
Finance Committee, advising the Senate 
of its favorable action. Senate approval 
came almost immediately. 

Reporting on a resolution is an un- 
usual procedure and was regarded as a 
rebuke to Secretary Hull who had 
termed the inquiry “inadvisable” and 
said it would “seriously impede” nego- 
tiations for a reciprocal trade agree- 
ment with Czechoslovakia. President 
Roosevelt, too, had recently written a 
New York Congressman, taking sub- 
stantially the same view as Hull. Both 
had advised the committee that the 
present rate of imports, while increas- 
ing, did not indicate the existence of an 
emergency requiring immediate action. 

Secretary Hull’s recommendations 
pointed out that the powers conferred 
by the Trade Agreement Act rests upon 
“a far broader basis” than that set 
forth in the Tariff Act and therefore 
permits “a wider scope for reaching 
conclusions of benefit to the various in- 
terests concerned.” 

Replying directly to that statement, 
Senator Walsh reported to the Senate 
that “full information” on the subject 
can only be gained through investiga- 
tions such as are conducted by the 
Tariff Commission. The committee, 
Walsh added, has “no intention of aban- 
doning the legislative policy and prac- 
tice of directing the Tariff Commission 
to supply that factual information 
necessary to arrive at proper fixation 
of tariff rates.” 

The Senator is optimistic that once 
the inquiry is completed, the Tariff 








DATES TO REMEMBER 


Official Leather Opening, Tanners’ 
Council of America, and N.S.R.A. 
Style Conference for Spring, 1938, 
Waldorf-Astoria Hotel, New York 

Sept. 9, 10, 1937 

Annual Convention National Indus- 
trial Stores Association, William 
Penn Hotel, Pittsburgh, Pa. 

September 20, 21, 22, 1937 

New York State Shoe Retailers Asso- 
ciation, 19th Annual Convention, 
Hotel Ten Eyck, Albany, N. Y. 

Oct. 3, 4, 5, 1937 

Spring Style Opening Shoe. Fashion 
Guild of America, Hotel Biltmore, 
New York ........... Nov. 1, 2, 3, 1937 

National Shoe Fair, Hotel Stevens, Chi- 
cago, Ill. .......... Jan. 3, 4, 5, 6, 1938 

Northwestern Shoe Retailers Regional 
Association Annual Convention-Ex- 
position, Hotel Radisson, Minnea- 
polis, Minn. ....Jan. 9, 16, 11, 12, 1938 

Joint Convention and- Exhibition 
Southwestern Shoe: Travelers « Asso: 
ciation and Texas Shoe Retailers 
Association, Fort Worth, Texas 

Jan. 9, 10, 11,,.12,, 1938 

Middle Atlantic Shoe Retailers Asso- | -: 
ciation Annual Convention,. Ben- ©" 
jamin Franklin Hotel, Philadelphia, 

ES Seeccvecss Jan. 16, 17, 18, 19, 1938 

Indiana Shoe Travelers Association, 
15th Annual Convention, Claypool 
Hotel, Indianapolis, Ind. 

Jan. 16, 17, 18, 1938 

Southern Shoe Exposition, Miami- 
Biltmore Hotel, Coral Gables, Fla. 

Jan. 17, 18, 19, 1938 





Commission will recommend that the 
present rate of 20 per cent on women’s 
and misses’ cemented shoes be increased 
to 30 per cent ad valorem, the maximum 
rate allowed under the law. The Presi- 
dent would then be authorized to make 
the increase. 

[TURN TO PAGE 40, PLEASE] 









































July Production Continues 
Strong 





PRODUCTION OF BOOTS, SHOES, AND 
SLIPPERS, OTHER THAN RUBBER 


MILLIONG OF JULY, 1937 
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WASHINGTON, D. C.—The latest sta- 
tistics on shoe production for the month 
of July, 1937, released by the Bureau 
of the Census, Department of Com- 
merce, indicate an increase of 0.7 per 
cent from the preceding month, June, 
and a decrease of 3 per cent from July, 
1936, 

During July, 1937, 34,623,669 pairs 
were produced, which figure is an in- 
crease of 240,575 pairs over the pre- 
ceding month but a decrease of 1,054,423 
pairs from the corresponding month 
last year. However, a gain of 16 per 
cent or 36,727,593 pairs is shown for 
the seven month period, January to 
July inclusive, this year as compared 
with the like period in 1936. 

Increases were shown by nearly every 
line of footwear during the seven month 
period. Men’s dress shoes, of which 
50,018,082 pairs were produced in this 
period, showed an increase of 15.8 per 
cent or 6,809,125 pairs. Men’s work 
shoes, 16,226,355 pairs, a gain of 15.8 
per cent or 2,214,241 pairs; youths’ 
and boys’, 10,789,985 pairs, a gain of 
22.7 per cent cr 1,995,979 pairs; 
women’s, 98,180,750 pairs, a gain of 
4.2 per cent or 3,978,610 pairs; misses’ 
and children’s, 23,050,786 pairs, a gain 
of 10.9 per cent or 2,258,171 pairs; in- 
fants’, 15,045,885 pairs, a gain of 21.3 
per cent or 2,643,277 pairs. 
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SMALL STORE FAVORITE 


Special design makes small store look larger—gives exclusive air 
—costs in line with modest budget 


If you own a small store your problems are different 
from the large operator’s. Our designers know that 
and create special patterns and weaves to suit your 
needs. That is why thousands of small store owners 
all come to Mohawk when re-carpeting. 

The carpet pattern shown at left is one answer to 
the small store problem. Its conventional design in 
soft shades is one of the smartest creations Mohawk 
designers have ever produced. No wonder it has be- 
come a leading choice so quickly. 

This number is extremely durable—a deep-pile 
weave, luxurious to the step and built especially to 
give long wear. In the 1937 Mohawk line are many 
beautiful patterns in a wide variety of grades and 
weaves—priced to suit every store requirement. Or 
if you wish, our artists will design an individual pat- 
tern for you to meet your special requirements. Wire 
collect to the nearest Mohawk Office to obtain with- 
out cost the assistance of the Mohawk Advisory Serv- 
ice to aid you in solving your floor-covering problems. 


MOHAWK CARPET MILLS 


General Sales Office: 295 Fifth Avenue, New York 


Regional Sales Offices: 
i Atlanta Boston Buffalo 


Denver Des Moines 
Philadelphia 


Pittsburgh 































Chicago Cincinnati Cleveland 
Detroit High Point i 
San 


1937, Mohawk Carpet Mills, Inc. 








Commission to Start 
Shoe Cost Study 
[CONTINUED FROM PAGE 39] 


President Hoover raised the duty of 
the McKay sewed shoes to 30 per cent 
in 1932 but that increase was not ap- 
plicable to the cemented shoe, the im- 
portations of which have increased sub- 
stantially since that time. 

“During the past three years,” Sen- 
ator Walsh said, “the domestic mar- 
ket has been called upon to absorb in 
ever-increasing volume imports of 
cemented shoes manufactured abroad, 
chiefly in Czechoslovakia. Exact statis- 
tics on imports, up to date, are not 
available. However the statistics of im- 
ports as compiled by the Tariff Com- 
mission do indicate a tremendous in- 
crease. 

“From less than 180,000 pairs im- 
ported in 1935, the number of cemented 
shoes imported in 1936 had increased to 
10,053,287 pairs—an increase of over 
500 per cent. And in the first four 
months of 1937 there were imported 
1,063,293, or, proportionately, an in- 
créase of 300 per cent over 1936.” 

Walsh estimated that if the same 
ratio of importations continue for the 
balance of 1937, imports will total over 
8,000,000 pairs, which he estimated was 
about 3% per cent of the U. S. produc- 
tion. 

The resolution, as amended, limits the 
scope of the investigation to the prin- 


cipal type of shoes now being imported 
into this country in competition with 
domestic shoes, namely, women’s and 
misses’ shoes made by the cement proc- 
ess. Walsh and Lodge had originally 
asked that the inquiry cover all types of 
cemented shoes but the Tariff Commis- 
sion urged the limited investigation as 
a time-saver but adequate to cover the 
situation. 

Walsh submitted figures showing that 
the last investigation ordered by the 
Senate was in 1930 and also called for 
a study of production costs on shoes by 
the Tariff Commission. A leather glove 
study was ordered by the Senate in 
1932, the figures showed. 


Weyenberg Profit Increases 


MILWAUKEE, Wis.—A net profit of 
$216,630 for the first six months of this 
year ending June 30, as against $159,- 
539 for the same period last year, has 
been reported by the Weyenberg Shoe 
Manufacturing Co. 

An increase in factory payrolls to 
$1,293,000, or 44 per cent over the same 
1936 period and an employment gain of 
26 per cent, was shown. Net sales in 
the first half totaled $4,887,910 against 
$3,042,466 in the same 1936 months. 

Net profit before income and capital 
stock taxes totaled $280,930, while 
state and federal income and capital 
stock taxes amounted to $64,300. Cost 
of sales totaled $4,214,720. 


The debenture issue, exchanged June 
30, 1936, for the old gold notes and pre- 
ferred stock of the shoe manufacturing 
company, in the amount of $1,025,100, 
through conversion and redemption, 
has been reduced to $675,700, it was re- 
ported. 


Miller Rearranging Factory 


CINCINNATI, OHIO—It is reported 
that the Miller Shoe Co., Cincinnati, is 
rearranging its factory so as to permit 
more space to be devoted to manufac- 
turing. The move contemplated will 
increase the available space 5000 square 
feet, which will permit increasing pro- ' 
duction at least 200 pairs a day. The 
Miller Shoe Co. manufactures women’s 
medium and fine Goodyear welts for 
orthopedic shoes. 


Correction 


In the Aug. 21 issue, the statement 
was made that the Southern Shoe Man- 
ufacturing Co. of Hagerstown, Md., 
increased its capitalization to $1,100,000 
consisting of 9000 shares of preferred 
stock with a par value of $100 and 8000 
shares of common stock with a par 
value of $25. This should read 1000 
shares of preferred stock with a par 
value of $100, and 8000 shares of com- 


‘mon stock with a par value of $25, mak- 


ing an increase of $300,000 altogether. 
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Clever Display Increases Sales 





Waukegan, Ill.—The Hein Department Store recently inaugurated the Fall 
shoe season by a window display that attracted considerable attention and 
brought in additional business. The center of interest of the window was the 
large imitation clock of white cardboard with twelve pairs of women’s shoes rep- 
resenting ihe numerals on the face of the clock. Fhe display line, The March 


of Time, was particularly effective. 


This window resulted in a fifty per cent 


increase in women’s shoe business and a considerably increased customer interest 


was noted. 





New Nunn-Bush Store 
Streamlined 


MILWAUKEE, WIs.— The Nunn-Bush 
Shoe Company operates a number of 
retail stores here which have always 
stood out as good examples of attrac- 
tive stores. Now one of the Nunn- 
Bush retail stores has gone modernistic 
to an extent not equalled by any other 
store of its kind in Wisconsin. 

The new store just opened by Nunn- 
Bush on Wisconsin Avenue near Second 
Street, claims to be the finest of all 
the stores and the chain operated 
throughout the country by this manu- 
facturer. The interior is in the shape 
of a horseshoe, with no corners, the 
walls being covered with rift sawn 
lumber (oak), bleached white. 

Radiation is concealed, and, of 
course, the store is air conditioned. 
Both the exterior and interior of this 
new store are streamlined, the design 
being by Latour Oshel. 

The new store is the cynosure of all 
shoe store men’s eyes, both local men 
and those visiting Milwaukee from 
other cities. 


Dunde to Distribute 





Vib-Ray-Ped 
CuicaGo, ILL. — As announced by 


M. K. Dun, president, Dunde Re-Shap- 
ing Devices have been selected as na- 
tional distributors for VIB-RAY-PED. 





This is a modern shoe store accessory, 
and is designed to relieve tired, aching 
feet. By means of its vibrating mas- 
sagic action, combined with an infra- 
red ray, VIB-RAY-PED soothes and 
stimulates the foot. Primarily a foot 
corrector VIB-RAY-PED however can 
be used beneficially on other parts of 
the body. 





General Shoe to Open 
Retail Chain 


CHICAGO, ILL.— The General Shoe 
Corporation of Nashville, Tenn., has 
leased a store and basement space at 
11103 South Michigan Avenue where 
the corporation will open the first unit 
in a contemplated chain of 12 Chicago 
retail stores. The stores will be oper- 
ated under the name of Flagg Brothers 
and will feature men’s low priced shoes. 
The premises for the first store mea- 
sure 16 by 165 feet. Alterations will 
include a new store front and air con- 
ditioning. 


To Exhibit at Leather Show 


New YorK—The Tanners Council 
has announced the names of two addi- 
tional exhibitors whose lines will be 
shown at the Leather Show in the 
Waldorf-Astoria Hotel, Sept. 9 and 10. 
They are I. M. Kaplan, Inc., and Mc- 
Neely & Price Co. Both of these ex- 
hibits will be located on the mezzanine 
floor. 
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THE HOUSE OF 


Crosby Sqnare 


PUTS THE POWER 
OF 






~ INTO ITS 
NATIONAL ADVERTISING 
* They’re flashy 
* They’re appealing 
* They SELL SHOES 


Now, Crosby Square promotion directs the 
dramatic punch of color to the best-dressed 
men in America — the more than 6,000,000 
readers of ESQUIRE. Appearing at the 
peak of the Fall buying season — in the 
September and October issues — two full- 
color, full-page advertisements will make 
you the busiest shoe merchant in your com- 
munity. Additional Crosby Square adver- 
tisements appear in every issue of Esquire. 


.  « plus the added power 
of a consistent schedule in 


TIME 


— THE WEEKLY NEWS MAGAZINE 











A COMPLETE PROGRAM OF 
DEALER HELPS is avaitabic. n- 


cludes newspaper mats, colored post cards, 
fashion booklet, neon signs, window dis- 
plays, road signs, etc. Have our rep- 
resentative show it to you. 

















WALTER BOOTH SHOE COMPANY 
MILWAUKEE WISCONSIDG 
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Harrison with Krivit Agency 
New York, N. Y.—Samuel B. Harri- 
son, advertising manager of the A. S. 
Beck Shoe Co., has severed his connec- 
tion with that company to join the staff 






















Ballet Slippers 
BALLET SLIPPERS—IN STOCK 
FINEST QUALITY, BENCH MADE 
a in i Tee IDENTIFIED BY A 
Wh was tee FAMOUS TRADE MARK 
z é ¥ Scientifically designed and con- 
q%% 1% 15 a. these Flexible ~ _ 
are easiest to sell to the 
70-78 no. aT Daa oy PA. thousands of mothers who are al- 
ready "pre-sold" on the baby shoe 
lines carrying the familiar Mrs. 
a Day's Ideal trade mark. 





to 


Ski Boots 


oT 8 Ee EF oO 








This ready-made market is easy to 
capture for your juvenile depart- 
ment if you sell these smartly styled 
walking shoes. 


MRS. DAY'S 
SAW YFRS 
PA VITIT KS SAMUEL B. HARRISON apse pp 





























of the Samuel G. Krivit Company, Inc., 
shoe and leather advertising agency. 
Mr. Harrison is very well known in 
literary circles for his successful books 
and plays, and in the trade for his fif- 
teen years’ experience in the direction 
of retail shoe chain advertising. He will 
act in the capacity of merchandising 
counsellor and retail account executive 
in his new connection. 





DANVERS, MASS. 


Manufacturers of Fabric—Cushion—So‘t 
Sole—intermediate and 


FLEXIBLE HARD SOLES 











Stewart Brooks Opens 
Remodeled Store 


New York, N. Y.—Stewart Brooks, 
a retail outiet for Red Cross Shoes, 





TAP 
DANCE Angeles, which hails them as “First opened their enlarged and remodeled 
| SHOES Fall Shoes with a Difference.” “Fine, store at 35 East 14th Street, New York, 
| silky textured suede, perforated and August 20. The remodeling included 1 
° fashioned into beautiful shoes .. . the the addition of the store next to Stewart , 
completely ‘soft’ effect finally achieved Brooks. The entire front Was cello- ‘ 
In by omitting toe-boxings . . . a revolu- h ile by Du Pont d th 4 ¢ 
cai Stock | tionary idea.” So runs the copy, and P™@” Sige Bo tesrged ase: Abs, cempend : 
| Women’s $1.75 the ad illustrates two interesting high- PTogtam, consisting of a parade on 14th | 
ne: AS - cut patterns, a tie and a step-in. Both Street, and speeches by people prominent ; 
one, eee Micses’ Sizes are priced at $9.75. “You'll love their in the city, was climaxed by Mayor La ; 
Misses’ $1.70 A-B-C 244-8 11%-2 supple, glove fitting lines,” the ad con- Guardia’s officially opening the store 1 
memes am |> cludes. to the public by pulling a string which : 
pose ue OWENS SHOE Co. a For the college miss, looking forward parted the cellophane covering. Among ; 
—— 72 Goodhue St. Salem, Mass. | to the opening of the Autum term, now the notables present were Borough a 
just a few weeks distant, Bonwit Teller President Samuel Levy, Jane Froman, r 
of Fifth Avenue, New York, advertise nd the president of the Board of Alder- c 
a new Fall version of their Milano esis 
As Fall Shoe Promotion model and describe it as “a soft, supple, 5 d 
unlined little bucko shoe inspired by an b 
j Gathers Momentum Italian bootmaker’s shoe that swept the zs Pp 
| [CONTINUED FROM PAGE 19) Riviera. A great success with us at Shilkret to Operate New 3 
Palm Beach last season and here this 
| : .S Department a 
than color marks the newest matching Summer. The best possible shoe with 
shoes and bags,” this ad explains. slacks and sweaters and skirts. Now SaLisBuRY, Mp.—Edward E. Shilkret ke 
“Look at what flattering short vamped in a Fall version, at the request of our has leased space in the Fashion Shop, ai 
look it gives this classic pump. How College Shop’s undergraduate staff. Salisbury, and will operate a shoe de- pe 
elegant it makes a simple zipper bag. At last—a substitute for the old saddle partment there. Mr. Shilkret has tk 
And think how smart these accessories oxfords. Just as casual,-but so much managed stores in Lynchburg, Va., and pm 
will be for your first Fall costumes.” smarter. You will live in them, we Durham, N. C., for Royal Shoe Stores; ~ 
“Softies” again come in for promi- predict. Black, navy, tobacco, gray in addition, he has managed the econ- re 
nent mention in an interesting adver- and green, with built-up leather heels, omy department in Hofheimer’s, Nor- 
tisement by Innes Shoe Company, Los $8.75.” folk, Va. —. “thes ly 

















BOOT AND SHOE RECORDER, September 4, 


A Really SUCCESSFUL Cleaner 
for SUEDE and NAP Leathers 


© ERASES DIRT 





Scotts 


makes it sell. 


lots of 3 doz. or over. 


Retailer 










UBBER 
Rushes 


SCOTT’S Regular RUBBER BRUSH 


Handy, purse-size. brush—easy to use—easy to carry. 
Keeps suedes and nap leathers clean with a few strokes 
a day. A brush you can recommend at a price that 


Four colors—black, brown, grey, white. Doz. 


A 25c $1.60; Gross, $17.80. Postage prepaid in 


1937 







powder or cleaner. 
harming the leather. 






DISPLAY 
CARD 
FREE 


wea 








SCOTT’S Handled RUBBER BRUSH 


Cleans suede, nap and rough leathers without liquid, 


Gently erases the dirt without 
A few strokes a day keeps shoes 
clean and new—pleases customers. 


Four colors—black, brown, grey, white. 
Gross, $16.50; Gross, $32.00. Postage prepaid on 3 doz. 


A beautiful 3 color counter display card, hold- 
ing 6 brushes, sent free with each order. 


SCOTT 


FOOT APPLIANCE CO., Inc. 
OMAHA, NEBR., U.S.A. 


Scott Foot Appliances are sold lusively + 
Shoe Stores and Shoe Dopertments. aprendioniees 


Write for ney, et, the complete Scott 
rofit’’ Line. 
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Doz. $2.85; % 












For Immediate Shipment—ORDER TODAY 








Making Accessories Show 
a Profit 


[CONTINUED FROM PAGE 26] 


by buying the “best bets” of all lines 
shown them. This always results in 
getting the stock tied up in a knot 
with a lot of odds and ends left on the 
shelves that nobody wants. It is much 
more practical to tie up with one good 
mill, then buy that line complete. 

Few shoe stores in the country equal 
the children’s hosiery business that is 
done by Dobyn’s. Completeness of 
lines, all colors, all sizes and all types 
is the answer. That’s a business that 
grew. As it grew, more numbers were 
added, until we now have a very fine 
reputation for having everything in 
children’s hosiery. 

Dobyn’s has done a good job in chil- 
dren’s shoes for years. This hosiery 
business developed as a result of 
planned action over a period of time. 
Studying what the trade wanted, was 
a big help, too. 

Here we have found it advisable to 
keep: the hosiery on one side of the 
store, just inside the front entrance, 
with the ‘hand bags and gloves over on 
the opposite side. In this way, the ac- 
cessory business is kept in one section 
of the store; rather than strung way 
down one side. 

Hand bags are merchandised entire- 
ly different from hosiery. This is al- 





most entirely a style proposition, so 
the answer to what types go best 
with our shoes and what is the newest 
is the contributing factor to the de- 
sirability of the hand bag stock. It is 
seldom that a hand bag number is 
bought over again.. New fresh goods 
coming in every week in the year is 
what holds the interest in the bag sec- 
tion. More bags are sold from window 
displays than are sold to shoe pur- 
chasers. 

Massed displays in the store and 
plenty of smart bags in the windows 
plainly priced tell the people we are 


in the hand bag business. It does seem , 
“not allowed to take any money from 


that women are buying bags almost as 
often as they are in the market for 
hosiery. Any shoe store who has smart 
lines of bags will bear out this con- 
clusion. 

More shoe stores are developing a 
healthy glove business since they have 
realized how close the bag and glove 
buying is related. There are plenty of 
potential selling possibilities in the 
glove business. Here, the same girls 
sell the gloves as work in the bag 
section. Careful training has made 
them adept in presenting the right 
gloves with the right bag. 

This glove business is a year round 
proposition. Gloves are sold on precise- 
ly the same angle as bags and hosiery. 
A store doing a good hosiery and bag 
business can easily step into a satis- 
factory glove trade. During the two 


years gloves have been carried here, a 
steadily increased trade has been ex- 
perienced. 

This is one store which does not pay 
the shoe salesmen a commission for 
selling or introducing customers to the 
hosiery, hand bag or glove depart- 
ments. A two and a half cent P.M. 
is. paid on shoe polish sold with shoes, 
but it is not necessary to pay the men 
a commission on the other accessories, 
if it is worked right. Say what you 
want, a man on the floor may suggest 
hosiery, bags or gloves, but it takes a 
smart girl to do the selling. 

In this store, the shoe salesmen are 


the customers. A salesman makes out 
his sales slip, then escorts the customer 
to the wrapping desk next to the ho- 
siery counter and is free to take his 
next turn. The three hosiery girls act 
as cashiers in addition to selling hose. 
They do the hosiery selling ten times 
better than the shoe salesman can 
possibly turn the trick. 





Henry Bohne 


NEW ORLEANS, La.—Henry Bohne, 
61-year-old president of the Bohne Shoe 
Company, is dead. Mr. Bohne was a 
native of New Orleans and son of Wil- 
liam F. Bohne, who survives him. The 
elder Mr. Bohne founded the shoe busi- 
ness bearing the family name 61 years 
ago. 
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Children's Shoes 








Jedicra 
SHOES 


HAND LASTED 
CHILDREN’S SHOES 
Finest Quality 


PEDICRAFT SHOES—Swanson & Ritner Sts., 
Philadelphia 
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Boot Trees 


BO A 


BOOT TREES THAT 
PRESERVE LEATHER 


Filling boots with wood or metal 
shuts out all air. National Boot 
hold boots wrinkle-free, 

while allowing air to circulate 
freely inside. Lengthen life of 
leather. Prevent stitches rotting. 
Basy to put in. Easy to take out. 
Made of National Hard Vulcanized 
Fibre. Won't crack, split or splin- 
ter. Won't dent or corrode. Guar- 
anteed for five full years of ser- 
vice. Set weighs 18 oz. Retails 

at $4.95. Prices and descrip- 
tive folder on —, to 


ooo 




































Carton Labels 


OLMAN-: DAVIDSON 
—ADVERTISING PRESS 
13 Linceln Street. Boston. Mass 











Bata Opens 38th Unit 


Cuicaco, Inu.—S. S. Levey, retail 
store manager of the Bata Shoe Co. for 
the United States, announced the open- 
ing of the organization’s 38th Ameri- 
can unit. The latest addition to the 
Bata chain is located at 2704 West 
North Avenue. -The new store has a 
number of unusual features, including 
100 lineal feet of window display space, 
a modern shoe repair department, and 
a complete chiropody department. 

The formal re-opening of four other 
Bata stores all remodeled, took place 
August 28. 


- 
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Friendly Service Builds 
Juvenile Business 
[CONTINUED FROM PAGE 24] 


outgrows the one department to feel 
she is joining the pre-society class, and 
is not yet ready for the ladies’ depart- 
ment—which is too closely allied in the 
mind, of youth, perhaps, with matrons’ 
styles exclusively. 

The friendly approach of the store 
toward the customer is typified in the 
form of address, which is probably 
unique. In a small town, the customers 
will frequently be known by name; but 
even this familiarity is not sufficient— 
it can become too common because so 
many stores have used just such a prac- 
tice. Instead, the salesmen at Macey’s 
are carefully instructed to call all the 
girls “Sugar,” and all the boys “Big 
Boy.” The result, it is found, is a more 
intimate approach and a subtle flattery 
of the little customer’s ego. 

The sales philosophy is expressed in 
Dalton’s remark, “We want to pay all 
our attention to the youngsters: the 
grown-ups can be forgotten if we 
have to.” 

Advertising has naturally been an 
important factor in this store. News- 
paper advertising is used steadily. So 
is the radio—the company has been on 
the air on Station WIBM for six years. 

An unusual and popular form of ad- 
vertising is in the form of water- 
horses. These are various types of 
animals, buoyant enough to support a 
child in the water, and placed at many 
popular bathing beaches in the terri- 
tory. The store name and brief mes- 
sage are placed on the horses—and 
youngsters often come in, mentioning 
they had ridden Mickey’s horse at such 
and such a beach. 

The store draws from a wide terri- 
tory, through the. various quality ser- 
vices it is prepared to render for chil- 
dren. The potential drawing power is 
from a population of 250,000, rather 
than the much smaller population of 
Jackson alone, Mickey says. In fact, 
the store has some 200 active cus- 
tomers right from Detroit, who prefer 
to make the trip of 75 miles each way, 
rather than buy shoes for their chil- 
dren from any Detroit store. 

A system of fast service on com- 
plaints is one of the store policies that 
has been successful. Instead of sending 
shoes to the factory for repairs on 
such complaints, the store attempts to 
make the adustment, such as fixing 
heels, soles, repairing scuffs, etc., right 
in the shop. Shoes can thus be re- 
turned to the customer in a few hours, 
instead of several days. In the case 
of the many youngsters who have only 
one suitable pair of shoes, this is an 
important and appreciated factor. 

The orthopedic department has been 
mentioned. This is very important 
here, as the store makes a specialty of 
corrective fitting work for children, 
requiring the most careful attention 
and skill. Twenty-two doctors in Jack- 
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the whole year round! 
Weejuns are popular in many pies. 


all seasons. On the beach. 

locker. On camping trips. By winter 
firesides. -North, South, East and 
West, men and women alike are find- 
ing more and more uses for them. 


Weejuns are more than slippers, 
more than moccasins. They make an 
ideal present. Get them in your store 
before the Christmas rush. 

And find out more about the popu- 
lar Bass line. Boots, shoes, mocca- 
sins, ski-boots—outdoor footwear for 
every purpose. Write for price list 
and illustrated booklet. 


G. H. BASS & CO. 


133 Main Street Wilton, Maine 











son send their young patients to 
Mickey’s for fitting, proving the entire 
reliance of the profession upon this 
store. 

The orthopedic department, for 
which there is no room downstairs, is 
given especial prominence by the 
unique overhead cut opening right in 
the middle of the department from the 
first floor. 

Delivery service is maintained 
steadily, with five deliveries a day 
covering the entire city. By this 
means, customers can get speedy ser- 
vice to their homes, offices, or ships— 
and follow-up calls for adjustments 
can be made the same day to give com- 
plete customer hatisfaction. 

“The customer is always right” is 
the store motto, Dalton said, in ex- 
plaining the organization of his store. 
He does, however, pay much attention 
to efficient store layout and operation 
as well. For instance, the stock boxes 
have 12 different kinds of tags. Each 
color indicates the month of purchase, 
and a short survey shows how old the 
average stock is. Shoes several months 
old can be readily spotted, and the rea- 
sons for their sales carefully analyzed 
-—and effective steps taken to dispose 
of them at special sales or otherwise. 

There is a regular perpetual inven- 
tory system, controlled by the sales 
slip and the tag from each box. When 
a pair is sold, the tag is removed and 
turned over to the cashier along with 
the sales record, by the salesman. The 
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“"ANKLE-HI” 





UNITED LAST CO., LTD. 
MONTREAL, CANADA 


Licensed Manufacturing Branches: 


Northampton, 


1937 


‘ 
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ver watch a woman 
buy a dress? 


If you've ever watched a woman buy a dress, you've 
noticed that the first thing she does is hold it up 


against her while she stands before the mirror, to see 


how it will look. It's the same with shoes. If the styles 
in your window give her the impression that they'll bulge and wrinkle on her 
foot, you've missed the first, and most important step, in making a sale. That's 


why every shoe in your Fall windows should be displayed on "Ankle-Hi" Fairy 


Forms with the exclusive "all-fitting" toe shape. They're light, easy to insert, 


too inexpensive to do without. Why not write today for complete information? 


SHOE FORM CO. 


AUBURN, 


NEW YORK 


For further facts, call the nearest branch office of the United Shoe Machinery Co. 


England @ Melbourne, Australia @ Paris, France 


@ Frankfurt, Germany @ Mexico City, Mexico 





tags are checked against the sales 
carbon, and they are also checked 
against the inventory records, tere- 
by establishing a splendid three-way 
control over operations. 

The present move will take the store 
off the side street, around the corner 
in the same block to a position only 
three doors from the principal corner 
of town, right on “Main Street”—Mich- 
igan Avenue. Dalton is a bit reluctant 
to make the move, which was forced 
upon him when the lease expired, but 
the new store will triple the old. 





Derr with Hoge-Montgomery 


FRANKFORT, 
Ky.—J.M. Derr, 
formerly with 
the Lloyd Shoe 
Company, Rip- 
ley, Ohio, recent- 
ly became asso- 
ciated with the 
Hoge- Montgom- 
ery Shoe Com- 
pany at Frank- 
fort, Kentucky, 
in the capacity 
of general man- 
ager. Mr. Derr 
hastaken charge 
of production 
and styling. His twenty-two-year shoe 
career covers shoemaking experience 








J. M. DERR 





with such concerns as E. P. Reid, Utz 
& Dunn, C. P. Ford, Mennihan, Selby 
and Irving Drew. Mr. Derr reports a 
very satisfactory business for Hoge- 
Montgomery and is highly enthusiastic 
over the future. 


Patman to Speak at 
Retailers’ Convention 


MINNEAPOLIS, MINN.—Congressman 
Wright Patman of Texas, co-author 
of the Robinson-Patman Act, will be 
the headline speaker at the opening 
luncheon session of the annual conven- 
tion of the Northwestern Shoe Re- 
tailers’ Regional Association to be held 
at Hotel Radisson, Minneapolis, on 
Jan. 10. 

This will be Mr. Patman’s second 
appearance on the program of the 
association, and his third visit to Min- 
neapolis under its auspices. He head- 
lined the program of the 1936 shoe con- 
vention, returning to Minneapolis on 
May 4 of the same year for a second 
talk under the joint auspices of the 
shoe and three other retail organiza- 
tions. 

No speaker has ever been so popu- 
lar at a Northwestern convention as 
the Texas Congressman, because, as 
President Schuler of the association 
phrases it, “he understands our prob- 
lems and speaks our language.” 

Congressman Patman’s talk on Jan. 


10 will deal with the act which bears 
his name, and with other Federal 
legislation which aims at the improve- 
ment of conditions surrounding smaller 
business activity, according to Secre- 
tary McIntyre of the Northwestern 
Shoe Retailers’ Regional Association. 
About 50 reservations for display 
space at the 1938 convention in Minne- 
apolis have been made. The fee has 
been set at $15. Manufacturers and 
salesmen desiring display accommoda- 
tions should write to the Secretary of 
the Retailers’ association. 





Milwaukee Sales Top 1936 


MILWAUKEE, WIS.—According to in- 
auiries received by the credit bureau of 
the Milwaukee Association of Com- 
merce, retail sales in Milwaukee during 
the first seven months of 1937 averaged 
20 per cent above the same period last 
year. 

Highest inquiry peak during the 
seven months was April with 14,185 in- 
quiries against 11,824 in 1936, which 
was also the high peak for that period 
during last year. Since April, inquiries 
have dropped, although they have con- 
tinued from 13.6 to 17.8 per cent above 
the same months last year. 

Judging from statistics during the 
seven-month period, retail sales in Mil- 
waukee for the whole of 1937 probably 
will exceed the former 1929 peak by a 
comfortable margin. 
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Bey GRADE ONLY” 
EAST WEYMOUTH 








. MASS., U.S.A. 
Dancing Shoes and Taps 











PROFESSIONAL TAP DANCE SHOE 


White Side 
Pctent Chreme 
3 Band C $1.50 

124-3 ABandC $1.50 

a8 AB and C $1.60 


‘DAVID T. NATHAN 
138 Lincoln St., Boston, Mass. 




















Feet Can’t Grow Well 
Unless Shoes Fit 


[CONTINUED FROM PAGE 30] 


let the interviewer carry on; you'll 
get good information. 

Souvenirs and other appeals to the 
youngsters themselves are good. Even 
posting the local school schedule of 
activities is a help, as well as snaps 
of the local teams in action. Mention 
events in a line at the top of your ads. 
All the things that foster friendship 
should be done. 

This whole campaign can be fitted 
into the regular program and budget 
of any store equipped to do a fitting 
job, and, if conscientiously carried out, 
will aid substantially in educating par- 
ents and winning customers. It is cue 
practical way in which over-the-counter 
buying of children’ s shoes can be com- 


bated. 


Enlarges Shoe Department 


NEw ORLEANS, LA.—Saul Smolensky, 
manager of the Emporium Shoe De- 
partment, has enlarged his space. 
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Fall Showing Based On 
Conference Recommendations 


Chicago, Ill.—O’Connor & Goldberg 
in their initial showing of men’s shoes 
for Fall, have based their presentation 
on the type of sport shoes recommended 
by the Joint Styles Conference last 
Spring as leading ‘styles for men for 
Fall and Winter wear this year. 





This window on the State Street side 
of the store shows the different players 
in the All-American football game held 
in this city on September ct The shoes 
shown are all with crepe | soles and are 
made either of Gutmann’s “Duckbak”’, 
a water repellent leuther, or Gutmann’s 
“Ski-Grain”, which has a grained finish. 


O-G SHOES FOR MEN 


CRATE 96 YEAR OF STE AN VaLUN UADUESY wr 
bee: ALL-STAR LINE-UP OF 


MEN'S AEN $ Fil WINTER SHOES 





O46 STORES @ MEN 2: = Ee ale aT Dae at al tee et 
a Sa. = 
Sane Re hey onde agp 





a: on aes die Roe used full-page in 

the Chicago Tribune, gave notice to 

the public of their new malls stock. Each 

shoe carried a full description as to 
style and material. 
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WET WEATHER 
AHEAD 


Wet feet, too, unless you 
give your customers the 


advantages of 


LEATHERPLUS 
SOLES 





They are especially tanned, 
scientifically treated to be 
really waterproof —not just 
look so. LEATHERPLUS 
soles stay waterproof...are 
more flexible . . . longer 
wearing ... good looking. 
They help sell shoes... 
bring customers back. Ask 
your manufacturer to use 


them. 


VAN TASSEL LEATHER CO. 


NORWICH, CONN. 

















Thom McAn Again Raises 
Price 

New York—The Melville Shoe Cor- 
poration have raised the price on their 
men’s and little men’s ‘and boys’ lines 
five cents. Early this year, in April to 
be exact, a general increase was made 
in all their lines. Men’s shoes woh, 
following this earlier price rise, 
selling for $3.45 are now, following this 
new increase, $3.50. Shoes for the little 
men and boys, formerly selling at 5 On 
and $2.45, e1 are now $2.00 and $2.50. On 
August 9, the price on their Thom McAn 
line of women’s shoes was raised from 
$3.65 to $3.95. 

The reason given by the company for 


this increase was the rising price of raw 
materials which have been mounting 


for some time. No decrease in sales be- 
cause of the rise has been noted as it 
is felt that this small price increase can 
and will be readily assimilated by the 
buying public. 


— 


Vogue Adds Shoe Dept. 


Fort WAYNE, IND.—The Vogue Qual- 
ity Shop, 119 W. Wayne Street, opened 
a shoe department, August 20, located 
at the front of the main floor of the 
store. Smart women’s footwear is be- 
ing featured. Harry Hanson, is the 
manager and buyer of the department. 
Mr. Hanson was buyer for the shoe 
department of Kline’s, in Detroit, for 
the last three years. He is very enthusi- 
astic about the new Fall styles in 
women’s shoes, and expects colors to be 
very important, with the brown and 


black shoes more popular than ever. 
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ACKNOWLEDGMENT 


As you read this issue of Boot and Shoe Recorder, National Men’s 
Shoe Week has drawn to its close. The sole purpose of this promotion 
was “to get more and better men’s shoes sold.” Already advance in- 
formation from key merchants all over America indicates a great and 
timely success for this promotion. We firmly believe that during this 
week——due to the remarkable co-operation of all the agencies en- 
listed —the men of America were made more conscious of their 
shoes than they ever have been before in the opening of a new selling 


season at retail. 


To keep this interest aroused and the desire for better shoes con- 
stantly stimulated will be one of the first precepts of Boot and Shoe 
Recorder’s future relationship with its readers, its advertisers and its 
very cordial contact with the daily press in over five hundred Ameri- 


can cities. 


To this end we give our pledge that the National Men’s Shoe Week just 
completed is but the opening gun in an intensive and spirited cam- 


aign to sell more and better men’s shoes. 
paign 
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And A PLEDGE eo 


To all who in any way co-operated, and their names are legion, we 
take this opportunity to express our thanks. We are especially indebted 


to the following: 


To some 2,000 merchants who gave display space in their stores. 
To those who built special window displays for this promotion. 


To. Universal Pictures for their co-operation and splendid release 
of shoe and fashion photographs especially prepared for 
National Men’s Shoe Week. 


To the thirty-four representative American manufacturers and 
tanners who were kind enough to loan shoes for Boot and 
Shoe Recorder’s Merchandise Presentations and the twenty- 
two who sent shoes to Hollywood to supply Universal Pic- 
tures with authentic Fall fashions. 


To the 640 daily and weekly newspapers who co-operated in 
presenting news of this week to the American public and 
especially those who developed special feature sections. 


To the National Shoe Retailers Association, its Men’s Style Com- 
mittee and Joseph Geuting, Jr., its chairman for their 
splendid encouragement and advice. 


To the Chambers of Commerce and other groups of merchants 
the country over who co-operated in this promotion. 


Boot And Shoe Recorder 
The Great National Shoe Weekly 
239 West 39TH STREET, New York, N. Y. 
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Nant Add 





SALESMEN WANTED 


SALESMAN WANTED 


WANTED TO PURCHASE 








“< 


ARE YOU READY FOR A ROAD JOB? 


Possibly you are among. the thousands of young men whose ambition is to sell 
shoes on the road. If you feel that you are now equipped in knowledge and ex- 
perience, write us. We are placing a few more young men in our sample room 
for training and replacements. Your correspondence will not jeopardize your 
present connection. Give your home address and we will answer promptly. 


Box F-488, BOOT & SHOE RECORDER, 239 W. 39th St., New York, N. Y. 


SHOE MANUFACTURER. 


WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shees such as 
aoe Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality. Bos- 
tonians, Stetson, Red Cross, Nunn Bush. Etc. 


IRVIN RUBIN 
“The House of Jobs’’ 


88 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 














Southern and Middle Western territory 
available for experienced salesmen to 
sell our $4 and $5 in-stock men’s shoes. 
Line of about 50 styles may be sold 
with some other non-conflicting line. 
State experience and give references in 
first letter. 


HILL BROS. CO. 
HUDSON, MASS. 








MEN'S DRESS LINE 


We have several openings for men with good sa’ 

r line now includes Kangaroo $3. 30, 
Calfsicin $2.65, Kid $2.15-$2.65, Kip $2.00 
$2.35 each grade complete in style Ring total of 
75 IN-STOCK. Commissions 5% 8%. Give 
names of two other shoe men as <. All cor- 
respondence confidential. 


ROSS INCORPORATED 








Nashville, Tennessee 








LESMAN calling on women’s novelty re- 

tail trade to handle fast selling shoe acces- 
sories, as side line. Address F-471, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. 





SALESMEN WANTED to sell a line of grow- 
ing girls’ shoes made by Middle West an 
facturer, in the following states: Washi 
Oregon, Colorado, oe aa North and ath 
Dakota, Florida, Georgia, Alabama. Straight 
commission. Give references and lines carried. 
F478, Boot and Shoe Recorder, 1627 Locust St., 
St. Louis, Mo. 





WANTED—An experienced salesman to oouee- 
sent us in Chicago, including northern 
nois; must be thoroughly acquainted with the 
retail trade to handle our in-stock provecition 
of Boys’ and Girls’ JPS shoes. = ess John 
Pilling Shoe Company, Lowell, Mass. 





LINE WANTED 


Goeeop Line Wanted. Salesman with large 
following in the Pacific Northwest is open 
for a Women’s Novelty and sandal line of 
Growing Girls’ and Children’s shoes. Covered 
this territory the past fifteen years. For further 
information address F-467, care Boot & Shoe 
- - ele 239 West 39th Street, New York, 








MEN'S Dress Welts—Three Dollar Retailers 
—lIn-Stock line. Manufacturers preferred. 
New York State. Address Box No. F491, care 
Boot & ‘Shoe Recorder, 239 West 39th Street, 
New York City. 





Oo PEN for Men’s, Children’s and Ladies’ Nov- 

elty Shoes. Popular prices. Best Trade 
Georgia and Florida. Can furnish best refer- 
ences. Established trade years standing. Ad- 
dress Box No. F490, care Boot & Shoe Recorder, 
239 West 39th Street, New York City. 


Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


+ apts NO OBJECT 
KIRSCH-BLACHER CO., Inc. _ 
106 Duane St. New York 
Phone WOrth 2-5377 and 5378 














BUSINESS OPPORTUNITY 


HOTELS 








EXCELLENT location for Family Shoe Si 
near largest City Markets, 1202 Third ‘St, 
Harrisburg, Pa. Samuel Friedman, owner. 





E have a client who is interested in buying 
exclusive family shoe store doing not less 
than $30,000 with satisfactory lease. Will con- 
sider any section. Your answer held confiden- 
tial. Address F489, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, 'N. Y. 





POSITION WANTED 





A-l WINDOW trimmer and display man 
formerly with large New York chain 
stores; now available. Address F492, care 
Boot & Shoe Recorder, 239 West 39th ‘Street, 
New York, N. Y. 





WANTED TO PURCHASE 











SHOE STOCKS BOUGHT 


Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 


79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5190, 518! 














It's 


comfortably 
oD 


NOY 


Tune in your favorite tem 
and enjoy cool, restful comfort in a 
Lennox air-conditioned room. 
room with private bath, radio, and 
other refinements. Two air-condi- 
tioned restaurants. 
50% of all rooms, $3.50 or less, 
single; $5.00 or less, double. 


“Downtown At Your Doorstep” 
e 


HOTEL MAYFAIR e ONE BLOCK OVER 
Same Management 











address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. 
When a box number is desired twelve words should be added for the address. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
§=3 Advertisements for this page must be in our New York office on Friday of the week preceding publication. “ej 


In all other cases each word of the 


Minimum charge, $1.25. 
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to his requirements. .. . 


Advertising Ideas 


Merchandising Id 
Emplo 
Ideas 


leas 
-Employee Ideas 


Ideas to Attract Children 





Anniversary Sale Ideas 


239 West 39th Street 





Buy THis Book 


Quick Help for Shoe Retallers 


This is the first and only book of its kind; an en- 
cyclopedia of practicable, workable ideas for the alert, 
experienced merchant. Not a theory in the book—all 
“rock bottom” facts. . . . It is NOT just another shoe 
book, but offers the shoe merchant the best ideas from 
almost the entire retailing field for instant adaptation 


“2222 RETAILING IDEAS” 


Enables you to put ideas into action from the hour it reaches 
your hands. Concise, all “meat,” it is ten 
books boiled down into one—a time-saver for 
the busy merchant, and a reminder of important 
details. Some of the 39 CHAPTERS— 


Ideas for Shoe Selling, Display, Stock-keeping 


Discount and Gift Ideas 
Unusual and Miscellaneous Ideas 
Management and Economy Ideas 


at Make Stores More Attractive 
Ideas That Attracted Christmas Crowds 
Ideas for Merchants Who Get Together 


Cash, Credit and Collection Ideas 


39 Chapters Veting Conta Tose 
337 Pages Mailing List Ideas 
Dollar Day Ideas 
$3.00 sirts 
e Hosiery Ideas : 
POST- 
Please how 2222 ideas, seven for a cent; one used 
mit with. more than pays for the book. 
order 


BOOT AND SHOE RECORDER 
New York, N. Y. 




















MEE. ARIE. 2B, ANE RT 
SELL A FEATURE CUSHION SHOE 
that Builds and Holds Business 





Page 5! 






Salesmen: Choice 
Territories Open. 

















SCIENTIFIC SEWED 
HEEL SEAT 











HONEYCOMB 
SPONGE RUBEER THAT 
ASSURES COMPLETE 

VENTILATION 











VENTILATED 
wane tack Xm 






NEW SPRING 
AND ELASTICITY 
TO EVERY STEP 


100%, NAIL-LESS HEEL 
SEAT, NO NARS TO 
PUNCTURE FOOT 























PROFITS for you. 


tive. 


Kohn 











The RIGHT FEATURE cushion shoe which has undergone the 
acid test of several years manufacture will produce REPEAT 


“cushion” and “nail-less” features are virtually non-competi- 


Send for our Catalog of Men’s and Women’s Shoes. 
Beware of Imitations. 


CUSHIONED SHOES 


Exclusively Manufactured by Rohn Nu-Matic Shoe Mfg. Co., 512 W. Florida St., Milwaukee, Wis. 












Nu-Matics with their patented, scientific, 


ROHN SHOE MFG. CO. 
512 W. Florida St., Milwaukee, Wis. 


Un Matic 
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Retailers Join in Nation-Wide 
Men’s Shoe Week Promotion 


[CONTINUED FROM PAGE 21] 


way during the next two months by 
undertaking leadership in a _ nation- 
wide men’s shoe selling campaign to 
culminate in National Men’s Shoe 
Week—Aug. 28 to Sept. 4—and by 
suggesting a plan of campaign con- 
ceived for the individual use of the 
merchant or for the cooperative en- 
deavor of any group of men’s shoe re- 
tailers. Better window displays, bet- 
ter advertising, better selling and pro- 
motion of every kind will be brought 
to the attention of the retailer in fea- 
ture articles in BooT AND SHOE RE- 
CORDER so that all may be aided and 
encouraged to do their part in this 
national promotion for getting more 
men’s shoes sold right.”” The RECORDER 
then enumerated the various avenues 
of publicity to be used to stimulate 
interest of merchants and consumers in 
men’s shoes during the campaign, in- 
cluding Fashion Articles, Window and 
Interior Displays, News _ Releases, 
Newspaper Advertising, Radio, Photo- 
graphs, Movies and Community Cam- 
paigns. 

Since that time Boor AND SHOE RE- 
CORDER has published in its weekly 
issues more than 35 pages of editorial 
and promotional material about Na- 


tional Men’s Shoe Week, illustrated 
with photographs and drawings and 
designed to arouse the interest of re- 
tail merchants in the campaign, as well 
as to aid and assist them in their in- 
dividual efforts to participate effective- 
ly. The RECORDER has distributed more 
than 2400 window posters and more 
than 7500 window streamers in addi- 
tion to newspaper mats and advertising 
material. Three different news releases 
about National Men’s Shoe Week have 
been sent to approximately 550 news- 
papers in cities of 25,000 population 
and over, 800 photographs of movie 
players: wearing the newest styles in 
men’s shoes have been distributed to 
newspapers, through the cooperation 
of Universal Pictures, for use in the 
illustration of news stories, material 
for radio broadcasting has been dis- 
tributed and many individual requests 
for materials and assistance in con- 
nection with individual and community 
campaigns have been complied with. 

The work that has been done to 
date, however, constitutes merely a be- 
ginning, and the final results will de- 
pend in a large measure on the follow- 
up of this first National Men’s Shoe 
Week. For customers must be con- 
stantly reminded, in season and out of 
season, of the importance of shoes in 
the costume of every well dressed 
man. Retailers must keep the objec- 
tives of National Men’s Shoe Week 
in their own minds throughout the 














MERCHANTS’ NEEDS 








WHAT 
THIS ®—> 
WILL 

DO 

FOR 

YOU 








BRANNOCK SHOE- 
FITTING SYSTEM 
1 INCREASE REPEAT SALES 
Satisfied customers return 
2 ATTRACT NEW CUSTOMERS 
One tells others 
3 SAVE % OF FITTING TIME 
Cut down try-ons 


Write for Seite Folder 
and list of shoe facteries offering Brannock Devices 
at special cooperative p: 








THE BRANNOCK DEVICE CO. 





year and they must, in turn, keep the 
public reminded through effective pro- 
motion of men’s shoes in every month 
of the year. In this important work of 
follow-up, as in the original sponsor- 
ship of National Men’s Shoe Week, 
the RECORDER again pledges its leader- 
ship and guidance. 
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Detroit Stores Welcome 


Custom Service 


Detroit, MicH.—Detroit shoe retail- 
ers have discovered the ideal plan of 
satisfying “hard to fit” customers. 
Heretofore much of this business was 
lost because of the retailer’s inability 
to supply the customer with the type of 
shoe required. Stock shoes would not 
do and certain factors such as time, 
cost and difficulty in obtaining a per- 
fect fit made supplying the customer 
with shoes of the custom type a trouble- 
some and unprofitable business. 

Now, however, all this is changed. 
Retailers no longer need lose the “liard 
to fit” business. Instead, many shoe 
stores have eagerly grasped an oppor- 
tunity which enables them to secure 
custom-made shoes in Detroit quickly, 
easily, and economically. This is made 
possible in Detroit by a new type cus- 
tom shoe shop which offers a unique 
service to satisfy a long felt want. 

In the few short weeks that Hel- 
mut’s Custom Shoe Shop, located at 
1422 Farmer St., has been open for 
business a surprising number of De- 
troit shoe retailers have asked their 
aid in solving the shoe problems of 
customers whom they are not able to 
fit from their regular stock. 

Helmut’s has been called upon to 
supply many different types of cus- 
tom shoes ... for people suffering from 
foot deformities as well as for those 
who, because of a slight pecularity, re- 
quire custom made shoes. 

Inspection of samples of Helmut’s 
work shows that only material of the 
finest quality is used in these Custom 
Shoes which are made entirely by hand 
right at the Farmer Street address. 

Another interesting feature of this 
service is the fact that customers need 
not even come downtown to have their 
shoes fitted. The retailer can have a 
Helmut shoe specialist visit the cus- 
tomer in his own home without incur- 
ring cost or obligation. 





Stores Lease Departments to 
Wohl Shoe Co. 


NEw ORLEANS, La—The D. H. 
Holmes Company, New Orleans’ largest 
department store, and the Namm Store, 
Brooklyn, N. Y., announced that they 
have named the Wohl Shoe Company 
to operate their large main floor popu- 
lar-priced shoe departments. The 
Holmes department opened August 27, 
featuring Paris Fashion and Natural 
Poise lines, as well as the well-known 
Connie line, with prices ranging from 
$2.95 to $6. The Namm department, to 
open after Labor Day, will also feature 
popular-priced footwear. . 

The Wohl Shoe Company with head- 
quarters in St. Louis, large operators of 
leased shoe departments, operate de- 
partments in over 200 cities from coast 
to coast. In addition to the operation of 
these departments they have their own 
nationally advertised lines which they 
promote in their departments. 
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BOOTS AND SHOES 


ey MM, GMC ON WAM. oo uk soc ss rey pica can Moa ore bee 44 
BOOTH, WALTER, SHOE CO., Milwaukee, Wis....... 20.00.0000 00 cece ccc ceccueuce 4| 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass..................0e..--0020e. 46 
ENDICOTT-JOHNSON CORP., Endicott, N. Y........ ccc cc ccc ccc cecececvcecvens 4,5 
FRIEDMAN-SHELBY SHOE CO., St. Louis, Mo... 20.00 oc ccc cece cee cc cucceees 10 
GREEN SHOE MFG. CO., Boston, Mass........... 00.00 cec ccc cccececeeces Back Cover 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind..............0..05. 7 
MRS. DAYS IDEAL BABY SHOE CO., Danvers, Mass............0-ccceceececcecccee 42 
PA Tee Unit; Bestan: Maw... 255 sk Oe os Bee 46 
Sreree ane CO. Salem, Mates. is 6a 5 ccs hee ch phd ed ck ce Wh ee a 42 
Pree meme F edalonia. PAs. ssc. kc Cokes cc bbe ks So ok Pe 44 
ROBERTS, JOHNSON & RAND, St. Louis, Mo..... 2.0.0.0. .0. ccc cece cee esceeceeee 8 
ROHN SHOE MFG. CO., Milwaukee, Wis.......000 00.0. c cee e cen eues 51 
Bee ir ag Tins. PImODOTT, Mass ci. 5b sock cc nc wik ne bed ewactpsetapeet cere 42 
SCHWARTZ & HERDER, INC., Philadelphia, Pa....... 0.00.00 .0. 0.0 cece cee cues 42 


VITALITY Site GORMPANT, St. Louls, Mo... 5 00.6 oa ei ieee cee cteone cho anss I 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., Boston, Mass., and New York City. .......... 000 cece eee eee cues 6 
COLONIAL TANNING CO., Boston, Mass... 0.0... 0.0.00 c cece ccc c eee ceeeeeeeees 2 
rea te a Be Wen MON ING lis onic aii nine nae sme do teen ena ehesoes 25 
MET, SOM eM) PBIB LS i 5 65k oo. 5 5 o's Zone c FUG aioe wee Oe eo ewaeeee 47 
HUBSCHMAN, E., & SONS, Philadelphia, Pa..... 2.0.0... ec e eee 2nd Cover 
SUR ey ee Me NINN, PONIES 6c odie aay Bipwcz ae Whica case ee. Lec eee oboe 31 
VAN TASSEL LEATHER CO., Norwich, Conn........0. 0.0 ccc ccc cee cece ce eeeseee 46 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


E. |. DU PONT DE NEMOURS & CO., INC., Arlington, N. Joo... cece cece ee eee 27 
GOODYEAR TIRE & RUBBER CO., Akron, O..........00. 0 ccc cece cece e cece eens ees 23 
LITTLEWAY PROCESS CO., Boston, Mass...........ccc cc cccecc cee ceeeuceeceuees 33 
PANTHER-PANCO CO., Chelsea, Mass...........0.-0 cc cece ee cece eeeeeeees 3rd Cover 
SHINOLA (HECKER CORP.), New York City.......... 0... cece cece cece nee e ee ees 38 
SPAULDING FIBRE CO., No. Rochester, N. H.........00 0 ccc cece eee ee cee eeeeeeees 3 
UNITED LAST COMPANY, Boston, Mass............0. 00. cece cece cece ee eeueens 34, 35 
UNITED SHOE MACHINERY CORP., Boston, Mass............. 000. ccc eeeeeeeeuees 36 
VULCAN CORPORATION, Portsmouth, O.......... 0.20 c cece cee eee cee eees Front Cover 


STORE EQUIPMENT AND FINDINGS 


BRANNOCK DEVICE CO., Syracuse, N. Y......... 0. cece ete ence teen ee ene 
GRAND RAPIDS STORE EQUIPMENT CO., Grand Rapids, Mich.................... 37 


MOHAWK CARPET MILLS, New York City............. 0c. cece ccc cee cee eee eeees 40 
NATIONAL VULCANIZED FIBRE CO., Wilmington, Del................0....0.0005 44 
SCuOUL mre: GO. ING. Chicago, Mi... 6 es ceca teens 29 
SCOTT FOOT APPLIANCE CO., Omaha, Neb.:............ 00. ccc cece eee eee ees 43 
Se PI a EN IS Vis ess 005 a Sia Vane he kg cte ne cece etal eBiets cesn' 45 
MISCELLANEOUS 

BARIS SHOE COMPANY, New York City. ........... 00. cece cect eee eee ne ee eeees 50 
MIE SP RO NG re ace tincis cy cnnin-ns f'tb et ede Who aleg Ghee nes 50 
ee I TOPE ie ray Lin hist veep rionbhines cue eetebectaeees 50 
KIRSCH-BLACHER CO., INC., New York City. ...... 0.00.0 cc cece cece e eee sneer ees 50 
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TOLMAN-DAVIDSON ADVERTISING PRESS, INC., Boston, Mass............0..-..055 
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Women were the first to appreciate the many 
advantages of Compo Shoes. Their enthusiasm 
is reflected in the demand for more than two 
hundred million pairs which have been made 
this new and better way. And now the women’s 
progress story is being retold by men as Compo 
Welts follow the identical path to success. 
Compo Engineering has brought a new and 
great improvement which your customers 
should have—and will have if you'll only pro- 
vide it for them. 













Bates 


COMPO WELT by 


a Soper In the new Compo Welts for men, the soles 


and welting are attached by a specially pre- 
pared adhesive — as one inseparable unit. 
There’s no channel to hide the stitches, for 
there aren’t any stitches. Not only that but this 
new achievement provides more comfortable, 
better-fitting shoes. They’re better looking, 
too, with a fine tailoring in the shank which 
was never possible in shoes made by the older 
method. Specify Compo Welts in your next 
order and give your customers better shoes 
than they’ve ever had before. A list of manu- 
facturers who produce them will be sent gladly 
on request. 





Foot-lfoy 


COMPO WELT by 
Field & Flint Company 


@me() 
WELTS 


COMPO SHOE MACHINERY CORPORATION 









@me() 


WELTS 
NEVER HAVE 
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COMPO WELT by 
John E. Lucey Shoe Company 






























(Modern A ristocralt 


COMPO WELT by 
Weyenberg Shoe Mfg. Co. 









BOSTON, MASS. 





Cxil OOT AND RECO Com Inec.), Publicati ffice, Chestnut and 56th Sts., Philadelphia, Pa. Editorial 
ind ive ofies, tht 5 a a ee ee Bn ~ A a9, 1982, at the Post, ‘Office in Philadelphia under Act of March 3, 1879. 
U. 8. A. 


HH 
and Executive offices, 239 West 39th St., New York, N. Y. Entered as second -l*ss matter Novem 
; Subscription price 


$3.00 per year. 











in-stock 

ERE-Black Wax, Nailed, Oak Sole. 
Rubber Heel. Sizes 6/12........ 1.75 
1O0O-Same with Single Composition 
Sole ets b4 O6 ROM TA wee eer ee een se I 7 40 


34—Boys’ Black Elk, Nailed, Grain In- 
sole, Double Sole, Oak Middlesole, No- 
mark Outsole, Rubber Heel. Sizes 
1/6 .... 1.65 


38414 --Same in Little Men’s. Sizes 
OOM ais eeOS: . pan 1.50 


31—Same with Cap Toe. Sizes 1/6 
31% —Same with Cap Toe. Sizes 9/13% 
27 —Black Elk, Nailed, Grain Insole, Oak 


Middlesole, Shield Bar Composition Out- 
sole, Rubber Heel. Sizes 6/14... 1.85 


28 —Same in Cherry Elk. Sizes 6/12 
1080—Black Elk, Goodyear Welt. 


Grain Insole, Extra Weight Composition 
Outsole, Rubber Heel. Sizes 6/12 2.10 


LOBi—Same with Full Double Oak 
Sole. Sizes 5/14......... .. 2.50 
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1158 —Oil Tanned Eskimo Calf, Good- 
year Welt, Leather Lined Vamp, Steel 
Shank, Grain Gusset, Double Oak Sole. 
Leather Heel, All Leather, Arch Seal 
Quality. Sizes 6/14............ 3.25 


220 —Extra Weight Dark Elk, Nailed 
Full Vamp, Heavy Full Double Sole, 
Oak Middlesole, Composition Outsole, 
Rubber Heel, All Leather. Sizes 
IRE 5 os mre orneda tin dns abi 2.10 


22 —Same in Black Elk, Plain Toe 


31060—Black Elk, Goodyear Stitched, 
Double Oak Sole, Rubber Heel. Sizes 


GAB 6. 686s: EER BS 2.35 
1OGI—Same with Crosscord Outsole 
OM MOIR ssc eich sGe coats 2.10 


206—Black Elk, Nailed, Grain Insole, 
Extra Heavy Composition Sole, Molded 
Tap, Rubber Heel, Iron Rim. Sizes 
RE Ae Se wk aw eae eae So piety 4 Kee 31.80 
20:8—Same in Cherry Elk 

403—Same in Boys’ Sizes 1/6.. 1.65 


In Little Men’s Sizes 11/13%... 1.50 
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Endicott Johnson Builds 
















WORK SHOES that WORK! 


Pick up an Endicott Johnson Work Shoe in your hand. Feel the heft of it. Look 
at the extra thickness of its tough sole. Feel the smooth, pliable stock of the upper. 
Examine it from stem to stern. . . and tell us, if you can, that you’ve ever seen a work 


shoe better built to stand up under the gruelling grind of “on the job” conditions. 


With us, the design and construction of work shoes have been developed to a fine 
art. We have studied industrial working conditions and developed special types of 
shoes to meet them. We have neglected no detail that will make these shoes safer, 
more durable, more comfortable. In their construction we have used the toughest, 
sturdiest materials available. That’s why, wherever you see workingmen on the job, 


you'll see Endicott Johnson Work Shoes. They are the accepted shoes of American 
industry. 
If you want shoes that workmen KNOW ... . shoes that will stand up long after 


others have given up .. . shoes that will parade out of your store 12 months a year 


. . . you can’t do better than to place your order NOW for the eight wanted types 


shown on these two pages. 


And remember: 


JOHNSON 
Z All styles shown available for shipment from stock immediately 


upon receipt of your order. 


ST. LOUIS, MO, 
NEW YORK CITY 
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Goodrich 


RUBBER FOOTWEAR 


Increases Dealer Sales and Profits 
Provides Features People Want 




















' The Del Rio Oxford 


High style in light protective foot- 
wear that is different from and 
smarter than ordinary rubbers. 


PE SR IS SRS 





co 8 ee 


i B. F. GOODRICH COMPANY, Footwear Division, WATERTOWN, MASS. 


Branches at: Atlanta, Ga.; Baltimore, Md.; Boston, Mass.; Chicago, Ill.; Cincinnati, O.; Cleveland, O.; Dallas, Tex.; 
Denver, Col.; Detroit, Mich.; Kansas City, Mo.; Los Angeles, Calif; Minneapolis, Minn.; New Orleans, La.; 
New York, N. Y.; Philadelphia, Pa.; Pittsburgh, Pa:; Providence, R. I.; St. Louis, Mo.; Salt Lake City, Utah; 
San Francisco, Calif.; Seattle, Wash.; Syracuse, N. Y. 





























BOOT AND SHOE RECORDER, September 11, 1937 Page 5 


The Shoe Store of TOMORROW! 








New Developments 


and 
Modernized Store Fronts 


Revolutionize 






































Shoe Business! 




















Educational Window Display Backgrounds Create 
Confidence and Attract Buyers Seeking Foot Com- 
fort, Making them Receptive to Store Demonstrations 








Professionalized Shoemanship Plus 
Personalized Service—The Perfect Combination 


Profit through service! Professionalized shoemanship, modern display, !00 per- 
cent-visibility windows, scientific color schemes, action signs, selling machinery 
—all tools for selling and a part of the sales engineering scheme of Health Spot 
Shoe Shops. They are all confidence-creators. The public is seeking profession- 
alized, personalized shoe-fitting service. 








A Few Franchises For Exclusive Health Spot Shops are Available in Certain Cities 
In the United States With a Population of 25,000 to 100,000 
This is the Shoe Retailer’s Golden Opportunity! 





MUSEBECK SHOE CO. 


DANVILLE, ILLINOIS 











eee 








1937 
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a Fy 








‘The use of proper leather is always a main influ- 

ence in the production of foot flattering footwear. 
Scientific, laboratory, tanning makes Evans Kid 
superior. Its supple workability and its fine grain 
luxury smoothness of tone are the results of truly 
modern tanning methods. Enna Jetticks are 
styled to look sizes smaller and, of course, that 


(1D | WITH A DEFINITE SALES INFLUENCE beautiful, easily workable Evans Kid is used. 












A—Heel Cushion absorbs the shocks 
in walking. 

B — New Rolled Insole aids balance 
and poise. 

C— Metatarsal Cushion makes your 
step light and buoyant. 

—Snug Heelast assures perfect heel 
D fit and saves your hose. 





FOOT REST 
4-SP OT conor: 












































SELLS SHOES 


HEIR unusual smartness is very 

important in the profitable sale 
of Foot Rest Shoes. Yet beauty is but 
half the story, for today’s Foot Rests 
improve upon the comfort features 
and superior quality that have made 
Krippendorf shoes famous for 67 years. 
Because women find in this one shoe 
all the things they seek in footwear — 
beauty, comfort and quality —they re- 
peat on Foot Rests again and again — 
to your everlasting profit. The Foot 
Rest line is complete, light soles and 
Goodyear welts. Every Krippendorf 
shoe is a sewed shoe. There’s a Foot 
Rest Shoe for every woman, of every 
age. Write today for details of a most 
attractive franchise, and for fall cata- 
log showing 54 in-stock shoes. 


NATIONALLY ADVERTISED 


in Good Housekeeping, Vogue, 
Ladies’ Home Journal, Harper's 
Bazaar, McCall’s, Woman’s Home 
Companion, Christian Science Mon- 
itor, American Journal of Nursing. 


THE 


KRIPPENDORF-DITTMANN CO. 
CINCINNATI, OHIO 








